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Radonali 
A. . PURPOIbe 

/Siririg the current funding perio/.(November 1. 1976 - October 31, ^ 
■ » T ■ ■ • • 

1977) , Work Unit III (WU III) of the Early Childhood Program (ECP) of the 

Southwest Educational Development: Laboratory (SEDL) has 'continued its ' 

efforts in tke development and research of particular me^ia products and 

mass mUia delivery strategies, television spot announcements and 

supportive printed booklets.* These products have been developed to 

increase awareness of certain ehild-rearing skills ^d practices • among 

low-income Anglo, Black, and Mexican American parents tf preschool. children 

' • • ■•' , 

B. NEED 

, f' 
In recent years, research's in early childhood development *have 

called" ^tention- to the potential of the mass mediA for. transmitting 

Rarentina information (Cans, 1968; ^haefer, 1973). Gt^enberg and Dervin ^ 

(1970) documented that the urban poor rely heavily on television in par- ^ 

ticular' as a sou^e of inf orlation.. Their study repealed that low-incom* 

> individuals tehded to view television as a more credible source of Infor- 
mation than •"establishment" representatives such as teachers and other^ 
professionals. Attempts to utilize television- art instructional medium 
for low-iijcome- audiences, have ^met with some success (Mendelsohn, 1968-69; 

. Morreau, 1972). For the most -part „ these studies established the program- 
ming preferences of low-income audiences .for daytime and- prime time ^enter- 
tainment "fare. Moreover, "educational" programs of Cjie Public Television^ 



*The other, fiCP components Include, the Parenting Materials Information Center 
(WU I) and- Multimedia Training Packages for Low-Income Parents (WU II). 



variety have generally failed to engage this audience. Indeed, it ^seemed 
apparent that the lQ<^-income audience was likely to be reached in a sub- 
stantial way only 'through the Ffighly, competitive commercial TV market* 
(Valenzuela, 1973). ' ' V ' / ^ 

w * 

A recent series of publications by the Rand Corporation ( Televisj.on 
and Human Behavior , 1975) sought to identify^ and describe research needs 
and priorities within the scientific community that r^l^ate to te,levi6ion. 
The relationship of television .to the minorities and the poor was ranked 
third (following television and children, and television and politics) 
alnong nine priority areas. The* Rand study vas based on in-depth inter- 
views with social scientists who are highly active in research on tele- 
vision and human behavior, on information collected since 1975 from a 

wide spectrum of the concerned scientific community, and on the views ^ of 

f 

a panel of social scientists who are acti^je in res.earch on television 
and human behavior and x^7ell-±1^f prmed about' trends and currents within 
the field. There presently exist few studies in the literature that 
deal with the relationship between minorities or the poor and television, 
especially with respect to the Mexican American subpopulation. Thus, 
there was little evidence on whether the minorities or podr were affected 
differently by television violence and oth^r classes of content or for- 
mats that have been shown to affect other populations.- According to t^e' 
Rand review, o^ particular lack were ''studies of A^arious behavioral and 
attitudinal effects, the role of" television in ^disseminating information, 
and tl^§ 'potential of television for delivering social services, such as 
counseling^of variouS| kinds-'^ (Rand, 1975', p. 24)r • , - 

In conclusion, there exists the need to disseminate parenting infor- 
mation to low-income and minority audiences and to further evaluate and 



• . • • ; ■ ■■ r 

research -the 'utility of television yand selected communication strategies 
for thia dissemination. Beginning in early 1974, ^he i^espopse by^ the^ 
ECP to this need has been* to deyelop and evaluate the effectiveness of 
POSITIVE PARENT, a serrles of TV spot announcements' and supportive b^ok- 
lets on\certaii) parenting topics intended for low-income Angl6, Black, 
ani Mexican African parents of preschool children., ,/ 

'C. OBJECTIVES /ACTIVITfES/OUTCOl^S " ^ . 

Jhe WU III scope of work during the current funding period has fn- 
eluded four objectives: (I) ^tf5^ development and evaluation* of new TV* 
spots and suppr)rtive *bookle<ts, (II) the continued field testing of exist- 

7 

ing TV spots and their p^ticular supportive book^ts, (III) evaluation 

■of the effects of longitudinal TV spot broadcasting, and (IV) design and 

implementation o^ a ^marketing plan for the POSITIVE PARENT prodifcts. 

f 

The activities required to accomplish each of these objejctives and th^ 
expected outcomes for each obj ective *are enumerated j^elow. 



Activities 



Expected Outcomes 



OBJECTIVE I: De^velop rtew TV spots 
and supportive Tyrinted materiala 

1. Conduct Needs Assessment to 
. designate potential topics 'for 
spot and booklet development.' 



Written report summarizing design, 
administration, and results of' 
Needs Assessment". 



2. . Produce new sets of TV spots 
and booklets. 

. identify 2 topic areas for 
development based upon in- 
formation gained from Needs 
Assessment . 

prepare' con tent 'Outlines for 
the selected .topics ...^ 

conduct exterual review -df 
content outlines by consul- 
tants . 

. designat-e treatmenjt objec^ 
'tives for spot and booklet 
design. ^ ' ' 

. design spot trealiments and 
rough, drafts of booklet con- 
tent for* each topic. ^ 

review spot treatments and 
bodklet drafts in-hou^e and 
revise as necessary. 



■ > 

Content outlines prepared. 

» * 

Written consultants' reports pre- 
senting 'a critical review of the ^ 
content outlines. ^* 

Writ;?ten ^memorandum pre^nting treat- 
ment objectives for spot and booklet 
development of each topic. 



review evaluation methodology 
and ptepare instrumenU^tion 
for Design Test I. 

produce treatment storyboards 
and^ booklet mo^-ups. 



/ 



Design Test I storyboafds amd 
jnock-ups with pample of target 
audiene^p. 

analyze Design Test I data. 



Preliminary written report oi^ 
analysis findi^jigs from each Design 
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produce selected sppt treat- 
ments in 30-second Versions 
and print booklets based' on 
Design Test* I findings. 

siibAtt spot treatments* to. 
Design Test II — "red flag- . 
ging" with sample of target 
audience • 



Six (6) TV ^pots (3 treatments each 
for 2 topics) .and two bookle/ts (one 
for each topic) produced. 



Written memorandum summarizing 
audi|nce review of produced spots. 



. . conduct external review of 
p'roduced spots and booklets^ 



Written consultants' reports .pre- 
senting a critical review of the 
■produced spots and printed booklets. 



revise* spots and booklets ^as ' 
' necessary. ' . 

3. Pilot Test new spots and dissem- 
inate supportive printed material 

V 

research and select PfcLpt 
Test TV markets. • 



review Pilot Test evaluation 
methodology and prepare in- 
strumentation. 

reproduce station subs of 
spot treatments on videotape. 

secure cooperation or commer- 
cial TV stations in -selected 
markets . 

implement Pilot Tests witjji 
TV stations . 



collect, process, ^nd 
respond to audience response. 

analyze TV station receptiv- 
ity and audience response 
'fof each Pilot Test. * 



t 



Written report containing process 
evaluation information and results 
from analyses of exposure and 
response datd. 



OBJECTIVE II: Fi'eid X^gt '^existing 
TV spots and/dissfemiriate respective 
printed malferials^ 

a. Review Field T§st evaluation 
design. 
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2. ^ Select Fiel'd Test' markets from • ^ •Writl:en memorandum containing lis,t 

national, sample^ o'^ pote'ntial^ ' V"fe.f potential test markets- and their 'i 
markets* ' • , ' ' (sl^lection critejria* 

3. * Obtain coope-ratioa/ of . prpspec-^, / ^ : 



tive liaison agencies JCO iinple^^ ^ ^ ^-^ / * < 
ment FieldTests. y-'\'^^*;^K ♦^i^Af • ' ^ ^ ' 



4". Conduct implementation draining 
with a^enc5^ facilitators. 

51 Reproduce and distribute Field ' 
Test materials to facilitators*. 

6. 'Collect', process, and respond 
to audience requests. 

7. Analyze TV stations recef>tiv^y 
and audience response for each 
Field Test. 



8. Review ajld^evise Field Test 
Facilitator Opinionnaire . 

9. Assess SEDLAiaisOT\ agency 
coordination. * 



Field Test facilitatars trained. 



TV stfots- 5^hti" 'ja^ company in g materials * 
repriduce^ and distributed. 

Supportive booklets respective to 
each Field Test mailed oat. 

Written rep.ort 'containing process 
evaluation information and resui^s 
'from anal5rs^ of exposure and 



^Ir^ponsg data^. 

Fi^ld Testi^acilit-atoT Opinionnaire 
, ^ revised. ' > * ' 



Vfitten memorandum summarizing fa^iil- 
i.tators' assessment of Field Testf^ 
liaison. ' , » 



OBJECTIVE III: Research ef facts of 
longitudinal TV spot campaigns 
•'^ * 

1. gleview longitudinal prototype. 

2- Defin'e objectives for lotrgitu- 
* . dinal campaigns. ~ . 



3. \Select longitudinal campaign 

markets from national sample ^ 
of potential markets. 

4. Obt4!in cooperation of prospec- 
tive liaison »agfencies to imple- 
ment longitudinal campaigns. 

5. Conduct implementation training-' 
with' agency facilitators. ' 

b/ Reproduce afid distribute longi- 
tudinal canlpaign material^ to 
facilitators . 



* y 

Written report containing research 
objectives' ^nd evaluation design • 
' forVlohgitudinal campaigns. 

Written 'memo>>andum containing list 
. 4^of potential Xest market* and their 
^election criteria.^ 



J^ongityeiinal Campaign 'facilitators 
trained. 

TV spots and accompanying materials ^ 
reproduced and distributed.' 
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7. CoJ-lect, process, and- respond ' ^ 
to aildiejice .requests J" * ' 

8, ^ Analyze TV station^eoeptiyity 

and audience response for each 
longitudinal^ campaign*. 



9. Assess SEDL/^li'eisDn agency 
% , coordination.- 



O'BJECTIVE' IV; Design and initiate ' 
marketing plan 'for component ^ 
products • 

.1, Compile national listings of 
potential user netw^lcs and 
agencies. 

2* Distribute preview sets of mate- 
rials to, a (Controlled sample oJ 
listing. " ' > 

' 3. , CoTjtact interested agencies atid 
networks.. , - . * 



Supportive grinted mat*ferials respec- * 
tive to each campaign test, mailed 

out. ' * ' • 

•* " 

Written report contTaining protes3 
evaluation iiifprmatipn ana results 
•from analyses of longitudinal cam-: 
paign data, " 

'Written memorandum summarizing faciX- 
ifator^'^. assessment of longitudinal ^ 
campaign 'Liaison. / 

/ . / ^ / 



Likting .prerparjed of potent-ial u^er 
networks and agencies. ^ ^ * , 



Preview sets "of materials distrib- 
' utxed. 'Listing p^rep'ared of- respondin'g 
agencies. — ^ ' . , 

Written reporf^ut lining market , 
* potential and Jde^ign for a uati6nal 
distribution plan. * ' ' 




, ■ All of the above* activities wete implemented basically as s-tated 

' with some^jjjodif ications. A.^estription of *1^he new product development,. 

testing and results follows in^Chapt^s II and.. IV; a description of the 

» development, tes*ting aivi results, and marketing planning for existing 

^ '^.products ft>llbws in'Chapters tl} aijd V; a discussion of 'the results of 

' %\e POSITIVE' PARENT m^keting effort is contained in Chapter VI, "Other 

Significant* Eff5rts ;" and implic*ations and recommendations" regarding 

• ♦ * • • 

"the W15III outcomes are contained in Chapter VII. 



f 
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II; 'Description of N^w Produpt Development ' ^ * , t> 

a/ product description . 

The WU III products' developed by the PCP during ^he current funding 
; pet-iod.^Nbvember 1^976 - October 31,-. 1977) include six ^(6), 30-second, 
^|^^4cast-qua^ity', color tieleviVion spot announcements, produced on vi-deo- 
- -^tape and two (2), supportive , 'pirinted booklets. Three of the^spots and 

pnc booi^let were prepared for each of the two parenting topics, '^Discipline" 
and I'Family Roles and Relationships" developed by, WU II, .The target |3op- 
ulation for all* products were low-income parents of preschool children, , 

the new PQSITIVE PARENT TV spots and booklets are both mono and 
multicultural in format. Each spot was'designed to appeal to' a particular 
Cultural ,sub-group of the target-population, i,e., iow--income Aaglo, Black, 
or Mexican American pareifts of preschool children. The -three "Discipline" . 
iltural spot versions were designed to portray unresolved "slice-of-lif e" 



CUJ 



' situations iiivolving examples of children's misbehavior. The "Roles an<J 
Relationships" cultural spot"' versions were' designed as montages portraying^ 
several positive "slice-of-lif e" interactions between children- and adults, ^ 
^ Voice-over audio narrations in English accompany the four Mglo and Black 
cultural spot versions, and Spanish language voice-overs accbmpaay the 
*^two Mexifan American versions. All of the TV spots end with a cipsing 
o t^^^o identify' a sponsoring agency for the public selrvice broadcast of 
> .the spots^. and/or to advertise tshe availability of the supportive booklet - 
for th^ spot topib, A Single, multicultural booklet was designed per 
topic, which supports all three of ' the monocultur-al spot versions de\tel- ^ 
oped for that tqpic. The booklets are ^.English with photograp.bS^bf 
Anglo, Black, and Mexican American families accompanying^^ the booklet text. 
Table 1 illustrates 'the topics and, versions of the new TV spots, together 
witVi the two new booklets, • 1 



-13- 



TABLE* 1 



NEW POSITIVE PARENT RRODUCTS 



TOPIC 



SPOT/raRSION 



BOOKLET 



"Disciiline" 



**Family Roles and 
Relationships" 



BROKEN COOKIES 
(Anglo) 

TOILET PAPER 
(Black) ^ 

MUQJIOS. COLORES ^ 
(Mexican .Amarinian) 



Montage a ' ^ , 

(Anglo) 

* MONTAGE B ^ 
(Black) > ^ 

MONTAGE C* 
^ (Mexican American) 



"4 Ways to Discipline" 



"Where Do Adults Come 
From?" - 



B. DEVELOPMENT PllOCESS NARRATIVE 



In 1970, SEDL adoptet^ a product development model that incorporates 
the broad range of activities involved in the f ormul^l^ion , development, 
testing, and evaluation of an educational product. The^^del contains 
six interrelated stages: 

(l) Context Analysis * * " ' - ^ 

(1) Conceptual Design ^ 

(3) Product Design 

(4) Pilbt TQSt ' 

(5) > Field Test 
\ -^(6) Marketing and Dif^usipn 

Developmental products a t^. SEDL are expected to cycle and recycle 
^within each st;^ge until they ^re sufficiently refined to pj^gress to the 



:fns 



next stage.' It. is possibly for products" tQ cycle ba.cl«ward to a ^jrevlous 
Stage for further refinement and re-evaluation. It is also* possible 



that SQ^ products, may sk.ip^ an ejitire sti^e or, that two stages can be 
conduc^l simultaneously. Products which ate partially develope^d else- 



where may be introduced into'tihe <ievelopment cycle' at a stage Other tfi^u 
the ijfllK^Ki^. 

'The implementation of the developm^nt.-process jrarely follows a 



linear progression*df discrete sfages, since each stage considerably 
overlaj^s the sta^|^ that precede' and'^f ol^owv^^ It is also quite possible 
that two or mojre stages nvay occtir siinliltaneouslV with regard t^ different 
componelt' products. i ^ > ' 

1. 'Context Analysis ' *' 

Context analysis is concerned with 'perfonning analysis and pro-^^ 
viding information on - the ' problem 'under consideration. The. objec- - 
"tives of context analysis are* tp define the problem, t;o establish 
its parameters, to considej: possible solutions to the problem, and 
'to identify the strategy cur general approach which appe^^s to b^- , 



the best. 



include 



The steps usually included in the process of context analysis 

are as follows: ^ ^ ' 

Recognition of thegLXistence of an'impbrtant s6cial prob^-em. 

.. Realiz^^on ttm ^tjje problem is relevant to the problem 
focus -or^TTTe Laboratory . ^ 

. Identification of a specific social goal heretofore insuffi- 
ciently attained. 

V • * ' • • ' 

. Collection- of inf ©rmation^about this, social problem and it^ 
caus efe . i ^ r ' ' . 

. Organization of th^ information., ^ 
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. Identification of important factors that affect ^tainment 
of- the goal* , « ^ 

. . Identification of specific- factors to which emphasis should 
be given. • * ' * ' 

. Spaclfic statement of the problem and its parameters- A 

. Identification and description "of alternative problem-solving 
sti::^tegies that canine considered,. 

. Ijieatifi cation of those strategies- or general approaches 

which appear most likely to^ solve the problem most effectively^ 

During the early months of 1973, .the ECP conducted, a Context 

Analysis study to idetitify problem areas in educational development^ 

and to establish priorities for future work. A major finding o£ 

that study was that «low-income„iparents do not have ad easy an access 

to authoritative parenting information as ^o middle 'and upper income 

parents. Most parents, whatever their socioeconomic level, do not 

l^ceiv^ ahy, formal instruction in effective parenting. - Middle and 

upper income parents,, however, have the benefit of substantial popular 

literature which responds qijite effectively to, their parenting infor- 

mat'ion needs. The same benefit doe& not extend to low-income parents 

because of 'the generally inappropriate reading levels and the frequent 

cultural irrelevanoe of such literature.* According^ t6 the ECP Context 

Analysis (1973), effective parenting, is clearly as important to the ^ 

develbpment o^ the loV-i^me qhiid as'it is to that o^ oth^t: children 

In an attempt to' provide low-incoitfe "parents with- information • 

on recommended parenting practices, SEDL anck^rtie ECP proposed the 

product^ strategy of a series of TV spot announcements and sup^rtive 



Lip^rti 



booklets oh individual pareftitinp topics. Abundant marketing 
couid be'cited to substantiate the . success' of commercial spots on 
.television in generating interest in particular products. 'Many 



non- commercial concerns, among them the National Safety Council, 
.Care, the United Wa^,-and the Church of- Latter Day Saints, regularly 
used TV public service annouhcemeats as, promotional- devic-es.< The 
TV spot brc^adcasy as a public service announcement clearly could be 
an effective method of disgeminating parenting information since it 



possesses 'several advantages over dtlier television formats: (1) 
refatiyely sm^ll productidn"*casts, (2) accessibility to fre^ commer- 
cial broadcast, and C3) t^e potential for greater audience ejcpostfre 

through 'repeated airings and an ^ "unbounded b^roadcast schedule. 

♦ ' #- ' ' 

2. Conceptual Design ' , ^ ' , ^ , 

' ' . f - 

ConceptJial design is concerned with the development of various 

aspects of the selected strategy. The objectives of the conceptual 

design -stage are the' identif icat;Lon of various components and elements 

" of the solution strategy and the development of a model' of elements- 

and activities sequenced to achieve the objectives of the project. 

f I "Steps usi^^lly included in the process of conceptual design are 

'jas follows: * " ^ ^ ^ 



. Specification of the SQlution strategy chosen in Stage One 
of '*d,evelopment 

IdentificaticA yf a theoretical framework for a model which 
• will "^implement .fe^e sielected solution strategy. - 

. Identification of the e;Lements and attivitifes in each compo- 
nent af the model. * > ^ 

• m 

• . ^ pescripCion bf the scope and sequence •of goals for earch com- 
- * ponent. • '\/ . 

. Specification of the resources which will be required^. ^ 

DeXin;aation,^ with .appropriate docomentation , for the model 

ii( its entirety. ^ • . 
♦ * 

The development of new TV- spots and booklets was built upon the 
findings 'Of and* the ECP response- ^o the 1973 Context An&lysis Study. 



■ ■ " V.., 

New product development' also followed the development and testing 
'of a series of 10 television spot announcemeAts and booklets. In 



November 1976, t+re ECP contracted* wi^ a marketing research finn,V [ 
Marketing and Research CounseLors, ^ (M/^/R/C) in Dallas, Texas 

'to conduqt a Needs Assessment witft samples Ipwrinblbme Anglo, • * 
Black, and Mexican Americiii narents gf prescho:pl cMidrdn- -The ob- • 
jectives of tfil's stUdjr Include^:' \ % _ " * 



/ 



(1) / To dttermifie which paten\:v^g' tppics are considered impdr- - 
tant by low-income p'^rents qf'young chijjflreri. . • 

(2) T^ det^inpi'ne on patfintiug tppir^ low-i'ncom^^a^e^s 
'ffeei they*l;)ave ,t;he,*mo5< , knowledge. -^nd ,s,}cill« ' ' , 

(3) To df terming ^n'^^.hich TJarantiixig t^Dpic|, low'^inccjiiie parrents^ 
^ -feel they need to have addi tl^n^l .knowlejige .a?na ^ki^Uin, * 

'with re&pect Co i^ecoijln^ tjior4M^f ^^^4^^', R^^^^^^-* * .aF " ' 

4 ^ • ^ ■ ' ' *' ^ . • . • • » ♦ 

(4) To det^rmi/i.^ whfil^liSkinds. of mat,^rial; foi^^natb. ^ra ptefcer^ed 

'^aud best ' s'uj-ted "to> colave'y..4-tiformat49A to the tajget a^i- 
•* enee parents.; * - » ' » . * 

(5) To determine K^at. parentiftg need*^^ _if atny^^ ate'- peculiar 
to each of *thfe' target auS^en^e groups, i.e., Blacks, " 

'• » ; Mexi^n 'Ame.i;i'csi\s^- AnglcTs.. . v ^ ^ * ' * \ ^ : \ 

' v(^). To -determine- si^niiar'iUes.a.n^^ if any > b^^eelti 

. " urba*n pir§nt ^condern^^ynd^^need^ ai>d tjiqee'of -rural parents. 

(7) ' To determine what^*meth<5^ds Sri& -mo6;t ef f ejative . in :providing ^ 
- *r s .fol],ow-up irrfprm^ticSti'^and^asses^Yit of parent u'Dilizatron 

of- acquired parenting knoililecige''r^n<i- ski'lls . ' 

(8) To ideritify informational ^^at^ial language^ prefSrencefs, 
wijfh- respect, to matefi^ls. p/cJduced. if pr use by parents. 

1(9) To draw from the needs jfigessment parti(;ii>^nt information 
about a\set of 'topic© ind strategies\f or developing and 
producing ^new-ifiate'rials which • increase parenting know.ledg^ 

' ** •anrf'skiils of, low-income parents oS'V^es^c^^ol children. 

. • ,^ • ' ' ' ' r ' . ' . • . 

The Needs Assessment study was conducted by yil^l^l^ ia. the form 

' ^ y ' ' 

of a series of focus group interviews with dj.sci;^te samples of par- 

^ ' ^ - * * ' 1 ^ ' 

ticipants. The ECP. chose the focus'group technique for the I'lee-ds 
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Assessment, in view qf the qualitative rathfer- than' quantitative in- 
formation that this lie^hnique can provide'. Table 2 illustrates^'the 
^gro^s used for the .study. * ^ ^ - ' 



TA^E 2 ' ' 
NEEDS ASSESSMENT TOCUS GROUPS 



'Jype of Participant • 


.City , 


Drban Black Women • 

C' \ ' " 


Dallas 


Urban White Wbmen " \ 


Dallas 


Urban Black Men ' ^ • 

> 


, Dallas 


Rural Black Women 


Corsicana 


Urban Mexican American Womek 


Houston 


Rural Mexican American Women 


Harlingen 



Number of 
Participants ^ 



1 

10 
li 
11 
lA 
9. 
12 



m/aTr/'c reported seven parenting ttopics as being co^esidered impor- 
tant by the focus group" part j-cipants : • , . 

The hu^and/wife relationship is it relates to having chil- 



dren 



Eliminating or reducing the burden and hassle of rearing 

children , ' 

> / 

Discipline ^ 

Teaching young children about- sex 

» * . * * ' ' 

Questions arm communication • , " 

Child development 
' / ' 

Health and safety * * ' ^ 

' . : * ' . . 

By way of summa'tion, the researcher recommended that the ECP develo 
its new parenting products around four key topics of concern to low 
^ income' parents: ,(1) Hu3band/W^.f e Relations*hi"p , (2) Reducing the 
, Hassle of Raising Children,\(3) S*ex Education, and (4) Discipline.^ 

■ ■ x : 
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A more detailed presentatfon of M/A/R/C's conclusi6i:\s ai}^ recommen- 
dations regarding the ECP Needs Assessment is included' in Appendix A2- 

response to these recommendations, the ECP chose to develop 
its >new WU IT and WU'III products on the topi-cs of /'Discipline" and 
''Family Roles and Relationships'^ O'FR&R") and to incorporate aspects* 
of tha^thei? two topics within the content approaches. In additipn, 
WI/ II chose the topic of "R-espeto en la familia" for a th^rd Multi- 
media Training Package based on the Design Test comments of Mexican ^ 
Americ^particip^ts. WU, II staff developed content outlines for 

"Discipline" and "FR&R." The outlines were reviewed in-house and 

* . • • ' ' ' 

by external consultants, then revised, accordingly. A complete dis- • 

cussign of the content outlines, the review and revisions can be ' ' 

found in the WIK II Fina'l Report. *^ \ * 

3. Product Design/Design Test ^ • ^ 

The third stage of the, development process , "product design, is 

concemeld with converting all existing research, studies , conceptual- 

izatibn, dnd specification into an initial version of a developmental 

produd^;^^^^^ objective of this 'stage is to produce a workable product 

which incorporates specified elements and which includes enough con- 

tent of sufficient quality to be' ready for testing. 

The steps in^the pro'cess of product design are as f<^llow§: . , 
% ' \ " ' ' 

Conversion of the model deH^ated ^rt Stage Two -and the 
related decisions into specifications o'f objectives^ for each 
component and each element. • 

* » fc • 

: . Designation, in writing, of the elements and activities nec- 

• essary to attain the obi^Ctives\ ' ' ' 

s .Specification of mat eriaH^ equipment , staff • (number and 
skills), and ^ny special ^rVangemen^s required for the 
activities.\ 
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. * Delineation of anticipated costs, and consolidation of. costs 
into appropriate budget categories. 

. Integration of activities into a schedule that permits their 
sequential development. , * • ^ 



. . Production of an initjlal Version of the product, using avail- 
able skills to combinie objectives, 'specifications, and/ elements. 

Product Development Objectives were i^ntif ied. by WO III sta^f ^ 
for each topic respective to the product fortnats of TV spot announce- ' 
ments and supportive printed booklets. The "Discip-line" TV spots ' ^ 
were to be designed to^ increase awareness, of the general topic among 
the target audience by: (1) portraying examples* of unresolved disci- 
pline situations, (2) encouraging parents to take advantage of oppor- 
tunities to positively influence the^.r young children's behavior^ 
and (3) pffeiring a source of .more information (booklet:) to parents 
on positively influencing young children's behavior through disci- 



pline techniques^ The "Discipline" booklet was to be designed to 
support ali>three of the "Discipline"' TV spots and to Increase aware- 
ness among the target audience of four discipline techniques for 
positively influencing young children's behavior: (1^ listening to ^ 
children, (2) setting limits, (3) using 'rewards praising children, 
and (4) usiTig punishment. 

The "FR&R" TV spots were to be designed to increase, target audi- 
awareness of the general-topic by: (1) portraying examples of 
positive influences parents can exert on their youn^[^ildren' s sex- 
ual development- and their role and sex identihcatlon , (2) encouraging 
parents to take advantage of daily oppottunitie? for positively inflp/ 
encing- their young children in these areas, and (3) offering a source 
of more information (booklet) to parents bn positively influencing 



their young/children in the areas of sexual development and role 
and sfex identification.. The "FR&R*^ booklet was to be designed to 

* 

sup^rt all three i>f the "FR&R'^ TV spots and to pfovide additional 
information in these areas on recoramencfSd parenting practices- and 



^ child-rearing^ skills . 



Experience and research with previously developed POSITIVE 



\ PAREjil* 



TV spots ptompted the ECP to TriakC" certain modifications in 
the design and developijien t of the new TV spots and booklets. First, 
in arder to increase audience identification with the spots, the 
new spots would be developed in three cultural versions--Anglo , 
Black, and Mexican Mie^ican — for each of the two new tyics. Second, 



all (5f the new spots 



would be designed around realistic, everyday 



situations identifiable to the target audience. Third, a design ^ 
test was used during the Product Design Stage to allow samples of' 
the target audience to suggest and rank situations relating to "OTs- 
cipline*' and *'FR&R." ' Scripts would be prepared for each cultui;al 
spot version appropriate to the top-ranked situations. Fourth, and 
finally, only one broadcast evaluation phase, a Pilot test^ would 
be 'implemented during the funding period for the new products. 

e for productioTL^as "Discipline" or "FR&R" 
from Anglo, Black, and Chicano WU III staff. 
These situations were presented as culture-free as possible. In 
addition, the situation^ were written to support the Content ^Outlines 
for "-Discipline'* and "-FR&R" and to compyftnent the Development Objec- 
tives for teach topic. Five si'tuations were prepared for "Discipline" 
• S ^ 

as follows: • 
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Situations suitabl 
TV spots were solicitec 
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^ (a) Broken Cookies* • , ' : ' 

(b) Dede < ' * . . . 

(c) Go Fly a^te ' ' ^ • ' 

• .(d) Toilet Paper Trail ^ 

(e) Many Colors. ^ _ 

Ten situations were prepared for "FR&R/^ These situations ^ according - 
to their predominate motif included: 

(a) Grandfater and grandson 

(b) Bicycle lessons ^ '^.^ 

(c) A family argument over the *<^r * • . 

♦ (d) Pretending 
•(e) Tag-along 

f 

(f ) fllaying doctor 

(g) A family meal 

(h) The visit 

' (i) "Where did 1 come from?" 
.(j) Copying Mom and Dad 

Design test instruments were structured ar))und these situations 
and applied to groups of the' target audience. Results from the Design 
tests and recorfendaticJns from WU II staff and SEDL Media and TV/Film 
staffs were used as a basis for ranking, revising, and assigning 
ethnicity to the situations prior to their production as TV spots. 
■ These revisions are presented in Appendix A3, 4. Final selection of^ th 
situations are presented in Table 3. 
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TAJBLE 3 . ; 

SITUATIONS SELECTED FOR NEW'TV^SPOTS 



' "Discipline" . . * ' 

Anglo * Broken Cookies 

Black Toilet Paper Trail 

Mexican American Many Co lores 

"Faitfly^llQl^s and Relationships" (FR&R) 

Anglo • A, G, J 

. Black ' B, C, 

^Mexicaiv-^erican D, I^ E » ' 



'N Television, productiori scripts were prepared, reviewed, and 

revised in-housi, incorporating the aeletted "Discipline" and "FR&R" 

situations. The scripts' were produced either on location or in SEDL's 

studios and then edited in-house* The result ^as six, 30-second TV 

• * 

>r > ^ spot announcements in three "Discipline" cultural- versions and three 

■ ■ . . / ■ ^ * s 

V • "FR&R" cultural versions. The three "Discipline" spots were edit>ed 

/ ,- -■ ,. 

-•as taped, ^.e., as single, self-contained situations with on-camera _ 

dialogue. The "FR&R" spots^, on the other^and, were edited as montages, 

i.e., spots composed of several situations, tlach "FR&R" spot version 

was edited from five sitdations, the three situations produced for 

a single ethnicit"^ and one each from, the other two^sets pf ethnic ^ 

V . . 

. situations. The result w.as t;hree "FR&R" spots, each edited as a 

multicultural montage vtith focus on a particular ethnic group. 
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COMPOSITION • I . 

SPOT VERSION ♦ •* OF SITUATIONS ' ■ * 

■ . A, I, G, C, J- ' 

^ B, D, C, G, H ' 

MONTAGE G _ D, H, I,, A, E , 

(Mexican American) 

Concurrent to the design and ^ipting of the spots, supporting 
booklets on "Discipline" and "FR&R" were also developed. Content 
outlines were used as a basis for drafting booklet content. * Succes- 
sive drafts Vere reviewed by the ECP staff and compared w4th the coii- 
tent for the WU II ^Multimedia Training Packages. on "Discipline"' and 
'"FR&R." Bhotographs tQ. accompany the booklet texts were scheduled 
as a part of .the production o,£ the TV sj)ots. Design and lay-out^for 
the bqoklets was clfcpleted by the SEDL Media Division under the super- 
vision of the/ECP. The lay-outs wer'e reviewed and revised and tha 
bookie ts^^^yJjR ted iGc^^ in late summer 1977 . 

External consultants were scheduled by the ECP during the month 
o| October 1977 to review and critique the new TV spots artd boo^kl^ts 
with regard -to thi^ee areas of concemf » * 

I. Advertising, Production, and Marketing Design 
, * II. Communi-cation Research ' - ■ 

IM. Product Content , and Audience Appeal 
LocJ^consultants were identified for each of these concerns. The 
consultanf^ are presented in Appendix A3. Major questions of ^interest 
we^-e prepared by WU III staff for each of the concerns. These ques- 
tions are presented ip Appendix A6. ^ y 

: The consultants generally praised the spots afldibpoklets for^ 
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their complementary design;' high production quality; ease of compre- 

\ * ' • & 

hftision;. realistic "porTrayal of audience represiktatives and identi- 
liab le , everyday situat^.ons ; jion-patronizing messages, careful atten- 
tion^-to detail; and overall product appeal. There were some suggesj-* 
'^flofls' for minor revision In booklet qopy. One consultant critflqued . 
all of th^/'Discipline" spots as generally atypical for low-income 
pa^ent^; a second cT^H^ultant would hayi? preferred^ a stronget. 6all • 
for action at' the end of two of the "Disc^line*'-spots. Inter estingj.y , 
^ this same consultant* expressed the pinion-. th.at the "FR&R'V spo,t, ver- 
sionsN^ere "superior" to the "Discipline" versions in that "it is 
easier to sell someone on loving his or her child than on how to 
positively deal with the . negatives of discipline or punishment." 
In contrast, a third consultan^t suggested that the "FRfit^J' sQOts 
seemed mora- s^f-contained ' and th^efiore mtght net evoke as great 
•'an audience wri^e-in response a§ the "Discii^line" spot versions. 
' ' In addition, the consultants expressed some concern with the 

communication 'model ^ployed for t^e products. It was felt that ; 

. V ' \ ^ • * ^ 

the ^ots were perhaps too short. to substantially eng^^ge the tele- 
vision' viewer 'suffaci-ently to Tftottvate a it ten response. Moreover, 
- the requirement for write-in response was felt to^e a serious im- ^ 

. pediment for the low-income Audience. ^ In view .of these doncerns, 
^' one consultant went sb'far.as to suggest an alternative^ coiranunica- 
^ tion^odel whictifctilized the TV-^pots in a different role. 

Fina^L^, theVesearch Wsign pinploye'd^^or tl?e Pilot t^st of the 
k&R" spots was -seen as adequate for i measuring if 



"Discipline"^d 



^ only a single tvpe^of behavioral' response M*the spots. 'The^'major 

-^^ . * ..." ' ^ - " 

problem as .expressed by more thaii.one consultant vras the unadc^ressed 




o' need to determine tire ove'All reaajfi o&.the spots^ especially among 
' .members of thV target audience-. On the other hahd, the consultants 
were in general agreement that the products addressed important 
topics of significant; interest and/or rieed for' the target audience 
and furthermore, they possessed the potential for even other uses , 
in parent 'education. The, complete text of ail of the- consultant 
re^^iews is presented in Appendix A7/ 
4, Pilot Test ' . " . 

Pilot test, the fourth stage^ of the development process, is 
usu^ly carried out under controlled conditions in selected sites 
close to the Laboratory arid is inplemented by tl^e product aiid/or 
test developers. The objective of this stage is ^to test, evalu^t^ 
and amend individual products to improve' them and to enhance the 

potential value of the learning" systems in^wfeich they will be used. 
' ■ ' ^: 

Steps includ^l in Pilot test, are as follows: 

, Sgeq^-fica'iian of ' proce'dures to n\eet designated needs of 
pach i;arget^. population to be incli^ded in the test. 

. '<j?esifgna£.ion of a feedback evaluation system. ' 

. Con<!uct of a tryout for a cycle;* time appr^^^iate to the 
* natur'e of the test ' product . * . 

• Refinement, of the product according to the results of the 
tryout. > , 

" ' The^new/WU HI TV sports and' booklets were scheduled for Pilot 
test in September and October 1977. For th^sake of data control^ 
and ef f iciency ^of campaign implementation , test markets in Je^tas 
were'chosen f or tHe broadcast, campaigns. With special regard to the 
desi^ji^f th'e new spots, t^e principle criterion for market sele^/ 
tion was^the percentage of minority .population residing within t^i^ 



Standard Metropolitan Statistical Area (SMSA) of the test markets. ^ 

* 

Additional market demographics were also considered. Three pairs 
of test ma^^ts we^e selected: 
^ (1) Beaumont/Port Arthur - WacoyTemple 

(2X Coifpus Chris ti - El Paso 

(3) Houston - Austin.. 
Data profiles for these markets are presented In Appendix A8* 

TV spot versions were matched to the test markets in the follov- 
ing manner: in each marke*t pair, the markets were randomly assigned 
to either the "Discipline" spots or to the "FR&R" spots.' As a result 
the markets of Beaumont /Port Arthur, Corpus J^hristi , and Hpuston were 
assigned the' "Discipline" spots; while the markets of Waco/Tenjple, 
El Paso, and Austin received the "FR&R" spots. Additionally, the 
spots were scheduled so that the Anglo versions of both spots would 
air during the first two weeks of the campaign, and, one or both of 
the *minorityr versions weuld air during the final two weeks of the 
cajjpaign. The broa'dcast test design for the new spots is presented 
in Table 4. • . ' 

WU IJI staff directly ijnplemented thes6 Pilot tests. Program- 
mers at all TV stations within the test markets were contacted and 
asked to* participate. Cooperating stations agreed to 'follow the- 
broadcast schedule and to- furnish exposure data at the ^ end of the 
campaign. SEDL disseminated free booklets to all respondents, and 
analyzed all broadcast exposure andifiudience re'sponse. 



TABLq 4 ■ . 
PILOT TESTi DESIGN 
FOR- NEW, POSITIVE PARENT ,S^6*8-' 



Pairs 


(9/17-r9/30/77) 

* 


C^mBaim II * 
' (lO/VlO/14/77)^ . 


Beaumont /Port Arthur 
("jpiscipline") " 


BROKEN COOKIES 


t ^ 1* 

♦ 

TOILET PAPER ^ 


*"Wac<f /Temple 
("FR&R") 


montage'' A 


'montage b 






•> 


' , Corpus Chris ti 

("Discipline") , ' 
* ^ 


, BROKEN COOKIES 


MUCHOS COLORES' 


m 

Erl Paso 
^ ("FR&Ri:) 


montage; a 


montaSe'^c 


> ' : 






Houst'on 
("Discipline"^ 


• V 

. BROKEN COOKIES 


TOILET PAPER '& 
MUCHOS COLORE S 


Austin 
("FR&R") 


■*■ 

-' li^AGE A 


' MONTAGE B & C 


• 


c. 
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PROBLBIS ENCQfNTERED AND RESOLUTIONS 

Product DesignyPesign Test - . , 

Due tp cohf licts'^in the SEDL TV/Fiim* Division '.s production cal- % 
* P 

endar, the "Discipline"' and "FR&R" TV spots were not taped and edited 
until late in the funding period, " This pr^uction delay in turn 
meant a delay in conducting post-production reviews by consultants 

and a sample of the target audience^^ • 

In view o'f the compressed time frame following production, con- 
sdiltant reviews of the new TV spots and booklets were conducted. Qon- / 



cufrent with the Pilat testing phase. Since a ^ample of the. target 
audience had previously selected situations for .spot production during 
Design test; .only the consultant reviews were scheduled for th^ post- 
production critique. Furthermore, in order to achieve the fullest* 
review possibl^e, several tjfp^s of consultants were utilj.zed to apply ^ 

a broad assessment to. the p rodu cts. ^ * . 

\. . , • 

2. P ilot Test \'' ' ' 

Two problems resulted from the Pilot test stage. First, sta- 

• tion reports of broadcast exposure for*the spots was retrieved in 

varying^ degrees of specif icity. and only with» gome. difficulty. Second, 

the cdnsecutive delay already/ mentioned* for the Product Design/Design 

test stage were passed on to the Pilot test phas'e. As a result, the 

•time factor required a oompro«ise between separating broadcast of 

the spot versions anS airing each version for a preferred period of 

four^teeeks. In addition, the schedule delay also minimized the'oppor- 

tunity following Pilo^^^feest for product revision. 

WU III staff retrieved the station broadcast data by pl>on'e and 

mail in order to minimize lag time following the end of the broadcast* 



campaigns. 'Regardless of the gerierality or spelBficity of this"da^ta, 
procedures were clerived in order-to use the^ Arbitron reports, to cor- 
relate estimates of 'viewing audience. The problem of the time factq^^ 
conflicting 'with the preferred test design was resolved by reducing 
the broadcast period for each spot version from four to two weeks * 
and/ omitting the-d^d period. Stations were Monitored closely to 
^determine, if the ap^ri^ig scheduled fwf the spots had been followed. 
a\i station^ repc3rted ^feal^he scheduler had been followed. Finally, 
it wasvifot deemed necessary^to revise spats since the majority of 
'consaltants approved them. as is. -Suggestions for revision of the 
booklets, on the others hand., were collected and will be incorporated 
.into the copy prior to any Marketing effort for the new products. 



III. Descript'ion of Continued Development with Existing Prodiy^ts 



A. PRODUCT DESCRIPTION ^ 

WU III test and evaluation activities conducted during the curreat 

funding period also utilized previously produced (2/1/74-7/31/76) 

POSITIVE PARENT products. These products inc*lude eleven (11) ,co^^ . 

\ 

^^^^^^^^^P^^ each in 30- and 60-second videotape 

versions, and tfen (10) supportive printed' booklets, All of the 
POSITIVE PARENT products are keyed to separate p*arenti^ topics identi- 
fied as appropriate for low income Anglo, Black, and >fexican American 
parents of preschool -children; -one topic has been de"Jelop$d for low 
income, bilingual. Spanish-speakings parents of preschool children. 
Table -5 sets fortb the existing TV Spots with accompanying booklets. • 



TABLE 5 



\ r EXISTING POSIflVE PARENT PRODUCTS 



TOPIC/BOOKLET 



1) . "Read to Your Child" 

2) "Expect the Best from Your Children" 

3) "Talking with Children" 

4) ♦^^^ Attention to Your Children" ^ 

5) I^EM-s^ Your 'Children" 



6) "Practice^liat You Teach" 

7) "Be Consistent" 

8) ./'Children Learn 'by Watching and Helping" 

9) "Help Your Children Cope with Frustration" 
Jff) "Los ninos aprendeq mirando y ayudando" 



^TV SPOT 



HOUSEWIVES/CLAV, 
SPILLED MILK 
NOBOD^ LISTENS 
IT'S MONSTROUS 
SMASHED GLASS 
THOSE OL' CIGARS 
BfiDTIME 
BREAKFAST* * 
PANCAKES 
LA FAJIILIA 
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*B. DEVELOPMENT PROCESS NAR^TIVE * , . ' 

' i ' i_ f ^ . 

The development of existing. POSITiyE PAREffT products utilizejl th6 ' 
* *■ * 

Caiftent- Analysis apd Conceptual Design stages, previously discussed for 
new ♦product- development in Chapter II. ftilot Tests for all of the 
existing produces were conducted by SEPL in selected Texas television 
niarkets during the previous funding period. Field ^Tests, however, were 
conducted for only 3 of the 10 sets ^ spots and ^^^j^j^^,^^ during that 
.period. Therefor^, during the current work effort, the rem^rf^i^ng 7 sets 
of POSITIVE PARENT products were Field Tested and a marketing piah was 
designed and initiated for all of the existing products. 
^1.. Field Test / Longitudinal Broadcasts 

Field Test is the large scale parallel testing of a working 
( system, taking place under the supervision of a test facilitator 

and'with the participation of the product developers. The objec- 
tives of Field Test are: (l) to determine the ultimate utili^ty 
'and viability of the systeI^ under test, and (2) to facilitate mar- 
, keting and dirf fusion of the system by -me^uring its effectiveness. 



cost, endurance, and potential and by ascertaining the' effects upon 
f 

the system of the^^many variables existing in a natural environment. 

Steps included in the Field Test^ stage are as follow^: 

Determination of basic purposes of the test and subsequent 
are^s of investigation. « 



Compilation of various test requirements to faci^-itatfe 
the development of a test plan. 



Formulation of a specific test plan by applying the re- 
quirements real-life situations*, ensuring that all 
relevant information is incorporated. . 

Inclusion in the test plan of provisions for obtaining 
whatever information will be necessary or useful in the 
marketing difffl^on of the test product^J' 
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. Consideration of the' various factors relevant to site 
selection, and selection of each-ftest site to incorporate 
all mandatory factx>rs and a number ^f desirable ones. 



/ Negotiation ^iNMrrangements with test site6. 

. Scheduling of test activities in advance,^ with appro- 
> priate lead time allowed for each activity. ^ 

. Provision of preliminary training necessary for site per- 
sonnel who will be working with the test product. 

. Determination of procedures for colletting evaluative 
information throughout testing, for organizing the infor- 
mation, ancffor analyzing it. 

/ - • 

Conduct of the test. 

Issuance of periodic reports as appropriate and prepara- 
tion of codprehensive evaluative report at termination of 
testing^. 

. Establisjhmentf of procedures for ^vising t|ie test product 
as necessary and for incorporating the revision irito the 
• ongoing test . " 

^ . Formulatioti of plans for marketing and *diffusion of the 

product following successful completion of the Field Test. 

Preliminary to conducing Field Test and Longitudinal Broad- 
cast of the previous TV spots, the ECP id^tified criteria for the 
seleption of test^ markets . The majority of these* criteria ^dealt 
with demographic considerations approprj.ate to tlie intended- target 

population of POSITIVE PARENT. The market criteria included: 
1 • . * • ^ 

• (1) ADI rank by tcrtal number of television households (TVHH's) 
2 ^ 

(2) Total SMSA population \' ^ - 



A;?/a of Dominant influence or ADI is the designation used by Arbi- 
tron Television' to denote the counties and- TVHH^s served by a group 
of telev:ision stations. Arbitron breaks down' the, country ^nto 207 
ADi's. 

2 • ' 

Standard Metropolitan Statistical Area or SMS~A as designated by. the 

wU.S. Bureau of the Census. . 



(3) Number and percent of minorities residing within SMSA 

(4) SMSA Median Income * * ' ^ < 

\ * 

(5) SMSA Meao -income " * 

* 

(6) Number and percent of to^al SMSA population below 
" ' ^ poverty level 

(7) Number and percent of fSMSA minority population below 
^ poverty level 

(8) Comparison of SMSA and ADI size^^ 

Consideration of these cri^teria and market regionality prompted 
ECP to initially choose 13 pairs o^ matched test markets. Addi- 
tional consideration of the Several market ckarac*teristics and the 
particular POSITIVE PARENT spots which were to be Field Tested led 
, WU III staff to a final selection of markets* Tbe market pairs 
included: t ^ * 



(1) Sacramento, CA - San Diego, CA 

, . f 

(2) M'emphi^ IN - Birmingham, AL 



Tii^j^ 



(3) Augusta, GA - Columbus, GA . ' - 

(4) Fresno, CA - Albuquerque,^ NH 

IpSITIVE PARENT TV; spots were assigned to the Field Test 

market pairs to permit t^he-two spot/two mai^ket flip-flop test de- 

\ 

sign presented in Table 6- Jacksonville and Orlando, FL were , 

.1 ^ _ . ^ * 

selected as Longitudinal Broadcast Markets. A series of six indi- 
vidual TV spot campaigns were scheduled for concurrent implementa- 
/\.tionin the tvo Longitudinal markets^ according to. the test design 



/ 

/ presented ih Table 7 



/ 
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POSITIVE PARENT FIIILD T^ST* DESIGN 



Mdrket 
• Pair 



Sacramento, CA 



X^inpa 
\ (4/16-5 



San l>iego, CA 



6 . 



Sn I 
13/77) 



Campaign II 
(5/28-6/?4/77) 



THOSE OL 



CIGARS 



IT'S MC^STROUS' ' • 



IT'S MONSTROUS 



THOSE OL' CIGAfiS 



1 



Memphis, TN 






• 






TDTIME 


SMASHED GLASS' 


« 


- 

Birmingham, AL , 
• * 


SMASF 


1 7 

[ED GLASS 


dEDT. iME 

/ 
























Augusta, GA 


m 


^CAKES 


^ BREAKFAST_^_^ 


• 


Columbus, GA 


/breakfast 


PANCAKES 


> 
































Fresno, CA 


r LA 


FAMII^ 






-J-^ ' 












/ LA FAMILIA 














* 



t 



TABLE 7 • . 

LONGITUDINAL BROADCAST TEST DESIGN 
ORLANDO & JACKSONVILLE, FL. v ^ 



Campaign 
I 
II 
III 

IV ^ 
V 
VI 



Date 
Qlll'^-Olll^m 
03/05-04/01/77 
04/09-05/06/77 
05/14-06/10/77 
.06/18-07/15/77, 
07/23-08/19/77 



Spot 
SMASHED GLASS 
PANCAKES 
HOUSEWIVES 
• SP^ILLED MILK 
BREAKFAST 
THOSE OL' CIGARS 



ECP identified state and local education agencies, community 



and parenting centers tO' serve as Liaison Agencies t^r the i^le-% 
mentatio'nu)f the br.oadcast te^ts. These agencies are presented in 
Table 8. All agencies were sent project orientation materials in ^ 
order to clarify campaign responsibilities. A facsimile^of these 
' materials is presented, in Appendix B2. Each agency agreed'^to iden- 
tify a campaign facilitator toi^ordinate all local project activi-. 
ties, to provide a f^)cal mailing at^dress to which audience write- 
in response to the spots could -be directed, to for^/ard this response 
to SEDL, and to secure the cooperation of local TV stations at the 
beginning of the project in following the broadcast campaign sched- 
ule for the spots and in providing station exposure data foi^,t:he 
TV'spotc at the close of . -the campaigns. In return, SEDL agreed ^o 
tiWln the agency facilitator in implementation strategies, identify the 
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sponsoring agency and local response, address in^the- closing tag of 
the spots, reproduce sufficient dubs of the^spots for all partici- 
pating market stations, mall out booklets to all camf)aign respofi- 
dents, and analyze .all campaign data. .Field Tests were implemented 
during jatLd-April through early July 19,77. The longitudinal Broad- 
casts aired late January through mid-August. Pre* and ppst-assess- 
ments were Conducted by SEDL *rith the Liaison Agencies in all sites 



TABLE 8 



LIAISON AGENCIES FOR 
FIELD TEST AND LONGITUDINAL BROADCASTS 



San Diego 

Sacramento 

Fresno 



Albuquerfue ^ 
ff 

Memphis 
Birmingham 



Columbus/^ 



Augusta 



Orlando 
Jacksonville 



San Diego Community College 

Sacramento Citv Unified School* Ms trict 

• - * 

Community Council Community of Fresno & 
Fresno Unified S^chool District 

New Mexico Committee on Children & Youth ^ 

Memphis City Schools . 

Parent Education Program 
Birmingham Citv Schools ^ 

Muscogee County Schools & 
^ Georgia Stafe Department of Education, 

Richmon'cl County Schools & 

Georgia State Department of Education 

Parent Resource Center 
Valencia Community College 

Parent Silpport Center & 
' Consortium to Afd Neglected and Abused Children 



2. Marketi ng 'and Diffusion 

1 — * 

. Marketing arid Diffusion, the sixth anji. final^ stage df the devel-' 
opment process, follows completion cff development of all components 
of an educational system or product. The objective of marketing ' 
and diffusion is to £onnulate and implement a 'plan for *ins tailing 
the product. In the case of a comple.te learning system, ,the plan 
mus^ e:cpi«in how different subsygtems fit .together and how they ^ 
can be'combined so that, their relationships to each other and to. 
the system as a whole are clear. ^ 

Although marketing and diffusion is confeideredj^ discrete stage* * 
in the Laboratory!^ product development process^, and although most 
of the effprt normally, occurs following field tesfing, 'the plan- 
ning and coordination of marketing' and diffusion may actually begin 
as early in^ the process as product design. Specific steps involved 
in Stage Six, not all of which can await completion of Field^Test-' 

■ . 11 ' ' '-^ ^" 

ing, are as rollowe: # ^ - 

£ ' ' ' ' , r 

Contacting •publishers, and vendors^o ^plain Tihe develop- 
mental .product apd.to solicit their inte||^st in, and input s^^ 
" to, the development. ' ^ \ > ' 

As tha product develops and t^kes shape, entering into 
negotiations with publisher^B and vendors which will lead ^ 
to a contract with one of them. ]^ 

^ Determiifation of theltoduct'X^featisfactpry attainment of 
its objective^. ^ . ^ * ^.^^ 

Determination of the economy, practicality, 'ani general 
usefulness of the product. 

• . Making of printing, copyrighting, and staff training [ 
Arrangements, and of any other a^rrangements or contracts* 
necessary to. widespread diffusion of the product. 

jt Examination of the various fact(^'s which could affect the 
rate of adogtiori of the p^roduct. 

I - . 



♦Identif icatioo o£ likely innovators or early adopters. 

^Notifiea^on of agencies ' involved in testing of khfe product 
^-concerning it^s readiness for widespread use. 

- ■ * s 

Compilation bf all sup.porting dat^ on the utilidity and 
reliability of, the product. * ^ * ^ ' 

Preparation of reports, brochures^ abstracts,- news releases, 
magazine, articles , and other publici-ty directed toward a^ 
gerver^ audience of potential users. 

i/' fi* : • , 

Di s.,s eminat iMf^ o f the product to t^ .ultimate jysera. , 



Continuing follow-up on the product or system to assu"re 
' ^trs continuing utili^, revising it or withdrawing it frotnito 
the market should itSoegin to. be"cx)me 'obsolete.' * 

,1 

It ifas StDL's original intention t*o design a n^-^ofit mar-. 



keti'tig plan fojr *he POSITIVE PARENT ^products. T«»^his end, dis- 
cussions wer-e i^nitiated with pul^lishers, and SEDL attempteAai^ fur- 
ther define both the potentiaL market for the products and the size* 
of the pp tent iai 'market den^and* a * " 

'D.uring the course of th^publish^er contacts* it became apparent 
that the POSITIVE PARENT product^ coiA^d bie marketed at cost CthgYe-' . 
by allpwiag the lowest* per unit price) onl]^ if SEDLw^ld,. in effect- 
act as its Aw!^ p44jilisher . PermissiSn was sought and received from 
the funding agency fpr SflDL* to pursue such a r^p-profit marketing 
e^fort^ and ECP J),egan to design^a markat*ing progranf'for "ffte POSITIVE 
P/VJIENT^ produ^ts^ in the- Falf of 1976.. „ . . ^ ^ 

In the coursa of designing and developing »such«a. marketing 
plan, the ECP cimsidered the function ^nd interaction of the follow- 
ing typ^s of ' fac'torsV^iMtficing scheme^^ repr^ucl^Lon arrangement, 
management of inventory y^promot ional .strafegiea,,j>ackaging require- 
ments. distribution mechanisms, billing -policies and an accounting. 



tiystem. 



* The first step was to specify the maU^t for the POSITIVE 

PARENT products • Various types of starce, county , and; local agea- 
cies and programs in 'the Austin vicinity were ide^Ufeif ied » , as serving- 
*^ ^ ^ ».parent^.ng populations and/or as being jJotentiaily int^ll^t^ted ii^ * 
paren^ting materials. The ECP, surveyed these agencies for their 



* • ' .critical review and'coasumer interest in the POSITIVE* PARENT pro- 

• ' ducts. A lis^^f tlft surveyed agencies Is presented in Appendix Q^^^ 

^ * ' * , ' ' On the basis a^the market survey Vesulfts , 'SEDL projected aa 

W • " initial printing oif ,200,000 bocfklets* Project costa-.were computed, 
aijd a break-even price index for tlfe book]]fl^bas d^i^rmined., 

- • Bicis' were ^'obtained from sevejral Idea]? printei^^,an<J, cbntracts were ' 

* ^ awar(Jed.,to' two printers on the 'basis, of lowest bid- Twenty thou-' 



sand copie^^f each of 'the ten POSITIVE. PARENT titl^es'^^re^deliv- 



f ered tci SEDL in ;ate May, 1977. ^ " * ' - ./ 



4# 




> <ir ^ ' , • In Similar fashion, the EC? and the TV Division designed an , 

at-cost r^ptoduction and pricing strategy for ^e ^P(^ IT IVE^ PARENT * 
TV ^pots» Unlike, the booklftt;s^ ne 'initial sp£t iny^nJp^y' was . ^ 
established , since, it was*not po^ssible to project potential demand 
^ f or th^ spots and tTJere would be virtually no cost bpeak iil .a larg^e* 
^7v' * volum^ of spot reproduction. * * ' ^' 



Opi^acts' ver§ ^^tjiated with .othe^ states to facilitate tfte . 
identification df , potential <:onsumer gtoups, similar to the^cross-i- 

The* specific 
over 2,000 



• section o^ agencies ideT\t*ified fqr 'the Austin; survey , 
'^cation of th^se- groups produced a'national lis'ting of 
potential cgjgsum^rs. In addition, national* organi^at&ns .and pub- 
lishers with a focus on parenting, pearly childhood development 
^ • ' ■ children '^nd" fa^ij^y were also identified. A list of thes.e ;^roups*' 

ERIC ^ ^ ^-^4.-^49. 
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is presented in Appendix C2. ' 

To facilitate promotion of the 'POSITIVE PARENT products, a 
flyer was designed by the SEDL Media Divisian ^^under the supervision 
of the ECP. Price lists and order forms were printed to be in- 
sertBd* in the flyers. These promotional pieces are presented in 
Appendix* C3. In addition, preview sets of booklets, preview 
cassettes of th^JIV- spots, and a H^vfs release wefe prepared to ^ 
distribute to potential consumers. A copy o^ the news release Ts 
^preserite^I in Appendix C^. r • ' 

' With the production inventory in place and the* promotional 
.strategies assigno^^and prepar^l^ ECP set out to initiate the mar- 
keting o£ POSITIVE PARENT on a national scale. The marketing pLjp 
included three phases: (1) local agencies were recontacted and"' 
trailed the promotional materials; (2) a direct, mass-mail strategy 
6f the promotional materials was conducted with the 2,000^ entries 
contained, in the^atjLona]^ Listing of potential consumers; and (3) 

copies 'of the promoticmal materials; the news release, a preview 

> * * 
set of the booklets, and a cover letter were' direct-mailed to the 

nat^-Qnal ^ganizations . Prodi^^ sales commenced on June 1, 1977. 



Agencies in the Austin area were contacted in early June. The 
direct mail strategies for various state and national agencies were 
implemented in June and July. * During the temaindef of the funding 

^tjcriod, ECP continued to r^yise an3, update the National Listing, 

' ' ., 
respond to requests for preview of the cassettes and booklets, antf^ 
i * * ' ' * 

to progess POSITIVE PARENT order's. ^ 





PROBLEMS ENCOUNTERED AIJD RES0LUTIONS 

!• Field Te^ts/Longiaidinal Broadcasts . 

*^ ♦ 

SEDL- initially sought to identify tiaison Agencies for the Field 
Tests and Longitudinal Broadcasts by contacting State Departments^ of 
Educati^, While all SEA 'a were initially interested, > only two even- 
tually committed to the-project. Discussions with all* of the SEA's 
extended over^everal weeks causing a moderate delay in identifying 
campaign^sponsors, Du^'ing the course pf the campaigns, virtually all 
or the sponsoring agencies Were tardy in -forwarding dat^ to SEDL. 
TheSe delays consisted »o,^a few weeks to a few months and generally 
*\^pered WU III staff iR'-mqhitori»g t^ie campaign tests, in providing 
feedback of , preliminary campaign analy^^is^to .the agencies, and in 
SEDL efficiently disseminating /bookle^^tro Eespondenfs, 

Following , the decision pf sever aj^^3|^'s no^t to 'act as campaign 
test sponsors, SEj^ cojjtacted locaL'e<^atij^*^§encies'' (LEA's) and 
i-nquired after Ipcal pareriting program effqr^. These sources re- 
viewed SEDL ' s proposal and efficiefh^ly resp6|ided wipi/p?bject cbmrait- 
ment. Wlf III staff de^lt with. fhe ^delays in receiving the campaign 
data by maintaining moire-* frequent, 4)hone arid mail Contact with the 
campaign facilitators , 'by^^sfuf^^'s^^g alternative data' gathering pro- 
cedures to the facilitators, /jld by retri^pving spme data- aS^'^tl^ClfeSsary 
by phone ratjier than by^raiil. ■ ' 



2. Marketing and BiffugAon " 



• • WU III s£af f did not adequately aptici-p^ate did initial complex- 
ity of designing and initiating a *iarketing^ effort f or^ ^he POSITIVE 
PARENT product's. Although the local marketing ^i^ey fas conduched 

J \ r ^ ^ - 

in latd F*all, 1976, the produ^ inventory was not established and 



inventory was not estahl: 
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sales were not initiated until the following June. As a result, 

# ' : i 

the first seven igpnths of the milestone were spent ^ in planning and 
initiating the marketing effort. This left only five months to 
promote the products and' respond to orders. During the marketing 
planning* effort, SEDL attempted to maintain close contact* with all 
^local agencies that had expressed consumer interest in the POSITIVE 
PARENT products. As a result, several local groups did indeed pur- 
chase the products. WU III*staff dealt with the brief sales period 

« 

by implementing direct mail .strategies and especially targ-eting pro- 
motion to large state agencies ^nd national organizations. 




I 
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New Product Teating and Results* 
A* PRODUCT DESI-GN /DESIGN TEST 

1. Evaluation Design 

. • - — — -.^ 

The purpose of the Desijir^st phase of new product develop- 
ment was tp provide the basis for sdlection of situations around 
J which to dewlop the "Discipline" and ."FR&R" television spot' 

announcements. This was to be done by having the' test partici- 
pants rank tTie situations according to preference. The rankings 
of the situations, in turn, were to be analyzed to yield a 5cale 
of preferences per ethnic group. Production decisions leading 
to the development of three television spot versions per topic, 
representing Black, Anglo, and Mestican American approaches, 
would be based upon*these findings. ' • 

/ 

2. Instrumentation 

The instrument's developed for Design Test of the "Discipline" 

ancT "FR&R" situations are included in the pages, that fbllow. 

♦ 

» * 

3ir -Data». Collect j[x3n and Analysis 

Sample* of the target , audience wer^ invited to SEDL^on 
uccessiVe nights between March 7-10 to participate in the Design 
' Test phase of* new IhjIII product development. Design Test instru- 
^ ments were applied to two separate multi-ethnic samples of the 
target audience to identify the "Discipline" and "FR&R" situations 
■*for producfion. "Discipline" participants we*re asked to rank 
5 different s'ituatidns ^as potential television sp^^ts. '^FR&R" 
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SITUATIONS FOR TV SPOTS (QUESTIONS TO jfe READ ORALLY) 
^ISCIPilNE 
Design Test (March 7-10, 1977) 



I What is. your code nCapber? 

A. B^loV are five situations. Please take a few moments to r^ad them. 



Rank 



Title: Broken Cookies • 

Mrs. Gage is shopping with her daughter, Carolyn, who is 4. 
Carolyn keeps ^tting in her mother's way. When they are 
^nearly finished, Carolyn grabs a box of cookies off the shelf. 
"I want these," she says. "Put them back," says her mother. 
Carolyn keeps holding the cookies. "But I want them," says 
- ^Carolyn. "Look," says Mrs. Gag e^^ "Put them back. We can't 
buy anything else Jfaj^arolyn gets'mad. She sits on the floor 
^d screams. '"Get^Ffrom there," her mother says. Angrily, 
she jerks Carolyn to her feet. Carolyn throws the cookies on 
the floor. Tfie package breaks tpen, and cookies roll 'everywhere. 

Title: Dede 

Mrs. Grant is talking with her friend, Mrs. Tucker. Her daughter, 
Dede, who is 2-1/2, keeps pulling on' her mother's arm. Mi's. Grant 
pays no attention. Then, she asks Dede, "What do yoju want?" Dede 
won't answfer, but keeps pulling on her mother's arm. Finally, he^ 
' mother tells her to go away so she can visit with her friend'. Dede 
walk#a few step^ aw#y and starts to whimper. "NoV, don't do that,'^ 
says her mother. "You go play." Disde continue* to whimper. "I 
told you to stop that. If you don't stop, I'm sending you to bed!" 
her mother says in an angry voice. Dede starts to cry.' "Dede, go 
to bed," hA- mother snaps. Finally, Mrs. Grant gets up anfl pulls 
Dede down the hall to the bedroom% As she slams the bedroom door, 
Mrs. Tucker can hear her angry voice. 

Title: Go Fly A Kite ' - * 

Mr. and Mrs. Morales are watching a football game on -television. 
Their two sons keep cooing in and .out the front door. Th6 parents 
try to ighore them, but the boys are very ndisy. Michael, who is 6, 
comes In and asks his father for ^ome string. "Go look in the 
3 kitchen,*" says^Mr. Morales. Michael goes 'into the next room. Then 
Paul, who is 4* comes in. "Michael, I found a stick," he yells. 
Both parents are getting angry, Michael and Paul run back outside, 
letting the door slam. Then, Michael comes back an^asks his* 
father, "Where ace some old rags? We're building a Mte," he says. 
• ^.M r . Morales losesnis temper. » 
\ 

Title: Toilet Paper Trail 

Jennifer, 3, and Robbie, 5, have been playing outside. They go 
into the bathroom to jwash thfeir ,h^^nd8. When they can't find a 
towel, Robbie starts to dry his hands on the toilet paper;* 
Jennifer does th* same ^and ^they staft pulling the toilet paper 
off the roll, Robbie i4>ids some toilet paper around his hands." 
He runs into the hfell^pulllng toilet paper behind Rim, Jennifer 
runs after him, giggling. They drag yards and yards of toilet 
paper down the hall. Just then, their mother walks in. She sees 
a trail of toilet paper leadi^fg from the tathroom Into the kitchen. 

Title: H^ny Colors • , 

'Phillip, 6, and Carmen, 4, are /:oloriot in the bedroom, Phillip 
puts his hand^n the wall, and Starts to* trace around it. Carmen , 
sees what ^e Is doing, and starts to do the same. They trace 
'their hands and arms^ oTv^^e wall with crayons, B(Jth ofi them tffink 
* It^s fun. Then their 

^ Mom gofng to be mad at 

scared and run outside. A few minutes later, their father walks 
into the bedroom and sees their crayon marks'all over the wall. 



bWljer; Daniel, who is 8', walks In. "Oh, is 
you," says Daniel, Phillip and Carmen get 
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What is your code number? 



. Rank ^ m . 

B. Would you please think of another discipline , situation and write it in 

the spice provided here. • ^ • * 



We would like you to rank the six situations (1 through '6) • Place a 
1 beside the situation above that you are most Interested in seeing a 
TV spot made about, and a 6 beside the situation that you are least 
interested in seeing a TV spot made about. Be si^Ve to rank all the 
situations. 

Pleasj^ answer this question. Why was the situation you* ranked Number 1 
your favorite? * 



/ 



We are going to prdd>ice three TV spots on the^j^opic df Discipline. 
One will have Black actors, one will have Mexican-Ameri can a ctors, 
^and one will have Anglo actors. Do* you have any ide'^s about^A^ 
' language, family characteristics, or anything else that would help 
make the TV spot relate to your culture? 



F. ^ Do you have a TV in "your hom^? (Circle one) No Yes 
How many hours a day do you watch TV? _^ 
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SIT|lATIONS FOKTTV SPQTS (QUESTIONS TO BE READ ORALLY)^ 
* ' ^ FAMILY ROLES AND 'RELATIONSHIPS 

Design Test (March 7,-10, 1977)' ^ 

What is your code number?_ 



1. Below are 10 ways that children can watch and learn in the family. Please take 
a few moments to read each one. For each situatiorr, circle your answer to two 
* questions: (1) Does. this happen in your home? and (2)' Could this happen in 
your neighborhood? ^ ~ ~" ' . 

; ' Does this Could tljis 

/ happen in happen in your 

^ your home? ^ neighborhood? 

^A) Peter Is 4 and has no father. Peter's 

mother lets him frequently spend the 

day with his grandfather. , Together, 

they go to the park, play with Peter's ^ 

toys, and sometimes go for a walk. 
' ^Peter like? to be "around his grandfather. Yes No^ Yes No 

♦ 

. ifi) Marcia^ is 6. Her father is" teaching t^r 
. to ride a bike. Each day when he gets ^ 
home, ^hey practice on the driveway.' ' Yes No YeS No 

(C) When both of Chuckie's parents need to ' ' ^ \ . 

use the car, they spmetimcs end-up ~ - ^ 

^ fighting. Neither parent wants to give ' > 

in. They usually don't notice when 
Chuckie is, in tlie room while they are 
arguing. 



Yes No 'Yes No 



TD) Rita and'Leticia like to.^lay in the 
vacant' 16t across the, street. They 
pretend they have a house under the 
tree. Rita pretends that she's the 
, mother and Lefeicia is thi/neighbor " ' * 

who oomes to visit. * Yfs No Yes No, 

• 

(E) Sharon likes to tag along when her ,^ ' 
brother. Bill, goes'to see his friend 

, Johnnie. "The boys will usually let her » ^ , ^ 

play with them. Lately, her mother has , ^ 

discouraged Sharon from^ participating 
in their games. She has told Sharon . 

"that's Jiot what little girls do." Yes No ^ Yc^ No 

• - V. 

(F) Mark's mother has repeatedly found Mark 

"playing doctor" with his next door " ^ ' ^ , - 

neighbor, a girl name'd Jennifer. The 

mother Jias not said anything to her 5- ' ^ 

year-old son, but has decided to start ^ ^ ^ 

explaining ^to Mark about sex.. Yes No^ Yes J 



No 
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(G) 



V 



Alicia's mother and father both work.. 
Sometimes her mother cooks supper, anc 
sometimes her Dad does. It depends on 
who gets home .first. Each parent l^ts 
Alicia help. Now that she's six, she 
'can set the table and get out some of 
the dishes.* 



Does this 
happen in 
your hone? 



Yes No 



Could this 
happen in your 
neighborhood? 



Yes 



kc 



(H) 



(I) 



(J) 



Martita is 3. When her aunt cones to 
visit, her aunt will* talk to her and 
play with her fot a while. Having a 
groWn-up notice her makes Martita feel 
important. 

Daniel is A. The other day, Daniel 
asked his mother, "Where did I cone 
from?" His mother hurriedly turned 
away and told Daniel to go play outside. 

Craig is 3 and likes to try to fit hjs 
feet into his fatheV's sheets. Craig 
also likes to help his mother when she 
works in the yard. Sometimes, h^ will ^ 
use her trowel and pretend he's doing 
what he has seen her do. 



Yes No- 



Yes 



No^ 



* Yes No 



Yes 



No 



. 4 ' 



Yes No 



Yes 



No 



2. Pl^se givei us a situation like those above where your child learned something 
by watching you or a member of your famil^r. 



What did your child' learn? 



3. Can you give us' an example of something you or a member of your family' has 
tried to teach your children? . ' . - 

7 ' . . ' • ■ 

• ' ' iW .did you tr^ to teach it? 
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^ 4, We are going' to produce three TV spots on the topic of Famrly Roles and 
** • » Relationships. One will havife Black actors, one will have Mexican-American 
actors, and one will have Anglo actors. Do you have any .idea^ about 
language, family characteristics, or anything else that would help malce 
t*e TV spot relate to yfcur culture? 

■ • • r ' . - ■ 



5. Do you have a TV in your home? (Circle one) No Yes, 



How many hours* a day do you watch TV? 



1 



TFiank You 




c 



k « 



\ 
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participants were asked to rate JO different situations inde- 
pendently as potential television spots on the basis of whether 
the situations occu«e4-4n • their homes or could 'occur in their 
neighborhoods. Dana for each instrument 'was collected and ana- 
lyzed independently each ethnic sub-'sample of the test/ 
participants, ^llatistical quotients were computed for the- "Yes/ 
No" responses to the "FR&R" instrument and used- as a basis' for 
'ranking the 10 situations according to ethnic -eub-^s ample. 



4. Results 

A total of 21 respondents compj^ted the "Discipline" Design 
Test instrument; 19 respondents completed the "FR&R" instrument. 
As can be seen from Tables 9 and 10, the results were not clear 
cut. Among the "Discipline" situation's, BROKEN COOKIES and. GO 
FLY A KITE tied as the top-ranked Anglo situation, TOILET PAPER 
was top-ranked by both Black" and Mexican American respondents, 
and DEDE and MANY COLORS tied as alternative Mexican American 
preferences. Among the "FR&R" situations, there were ties be- 
tween several situations within' a respondent. group (Black and 
Anglo) and disagreement of preference -per situation across all 
respondent groups. 

5. Con fusions 

/ Using ^e Design Test findings as a basis, WUIII staf 
'solicited recommendations from ECP and media production stafft 
tc* clarify the results and then proceed with design and production 



TAbLE 9 

OVERA|.L RANKI-NG OF "DISCIPLINE" SITUATIONS 
BY PARTICIPANT GROUP' 



Participant Group/ 
in^roup . 




Anglo (6) 



'Overall 

Rank 



3 
4 
5 



Mean 
^ Ranking 

2.5 

. 2.67 

3.5 
. 4.17 



Spot 
Situation 



Broken cCookies 
Go Fly A Kite 
Dede 

Many Colors 
Toilet Paper 



Black (8) 



1 
2 
3 
4 

'5 



1.625 
2.57 
3.29 
3.375 
■'4.29 



Toir«t -Ppiper ' 
Many Colqrs 
Dede 

Brol^en Cookies 
Go Fly^ A Kite 



Me:^ can- American (5) 



1 

2 

5 



2.2 
^2.8 

3.2 

'4.0 



Toilet Paper 
Dede 

Many Colors 
Broken Cookies 
Go Fly A Kite . 



Other (2) 



1 

2 



2.5 ' 
"3.0 



3.3 



Go Fly A Kite 
Broken Cookie^s 
Toilet Papef 
Many Colors 
Dede 



> 
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.V ' TABLE .dO . . 

>\ • • • . r ' 

^ OVERALL RAUKING OF "FAMILY 'ROLES ' 
AND RELATIONSHIPS" SIJUATIONS BY PARTICIPANT GROUP 



Participmj: Group/ Overall , Computed Sp<^ 

# in G^up Rank ' Quotient ' Situation 



f 

f 

Anglo (3) 


1 




i.oof 


D 










J 




3 




.83 


' A 










■ - , F - 










H 


' 6 




.67.. 


E 




^ ' 7 




. .To , 


C 




8 




.50 


♦ G 






* 




I 


< 


10 




.33 


•B 


> 

Black (7) 


1 




1.00 


N ' J 




2 




.92 


H 




3 • 




' .85 • 


B 








• 


D 

• 










- ^ E 




6 




.77 


^ A 




7 




.70 


F 




^ 8 




.62 


G 










I ' 




10 




.54 


C 


Mexican-Anier?Han (9) 


1 




1.00 


H * 




2 




.87 


J 




3 




.8p 


G 




4 






D. 




5 . 




.71 


I - 




6 




.68 


-E 




7 




' .67 


F 




\) 




.53 " 


. " B 








, .47 


, c 




10- 




.40. . 


' A- 



At 
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•decisions-lPor the new Iprodu^s/' ' These 'discussions produced join or ^ 
/ revisions io* jpevJtal <?£ tfie .Mtuations and /desi Ration of ethnicity*^ 
^ j^or ^production V.^ll of the situations. ' tRfe-^ revisions ai^ theii* 

justifications gi:^ presented irf App^dix A3, 4. Fip'»i..productio% 
.decisions, based upon the Design Test resi>i,tsj/:e set forth' in 

fable 11. ^ 




TABLE 11 ^ • 

MTUATIO^S 4felECtED FOR PRODUCTldN 
FOLLOWING DESIGN. TE^f' 



• ' Topic 
_ ^ VDiscipline' 



. • ' » "E^ily Rolesf i 
nr "^.Relationships" 



^ Situatij ^^ 

broken' cookies 
toilet paper 

MUCHOS COLaRSS 



.A, 'G, J 
B, C,'..H - 
D, E, I 



m 

^ - Ethn icity * 
— • 

Anglo ^ ^ 
Black 
Mexican American 

Ajiglo ' 
Black ^ * \ 
Mexican American i 



ERIC 



PILOT' TEST / * ■ " 

1. Evaluation De^ign^ * ' ' 

'% Tha purposQ^'of the Pilot Teat phase'Of new produtt^ deV^lop- 
ment was to ^evaliiatiii via-ljroadiiast the separate cultural versions 
^*the "DiscipJ-in-e^^and **FR&R'* spots. *In*order to do so,;jthe fol- 
3^ing research ^ypothesJLs was propcJsed: when PSA's directed ex- 
plicitly .at p^iriculai' ethnic gr6up are aired comp 
non-ethr\ic di^cted P^A's are aired, (1) • the' propo 



rtion of respbft- 



5^ 

4 



1 



dents living in low income cens^uS tracts within a Star^dard Metro- / 

politan Statictical Area (SMSA) and (20 belonging to the lethtiip 

grouti represented in the PSA, will increase.' Three pairs of tefbe- 

~- - - » • - • ♦ - 

vision markets chosen for* their compJLementary p'ercentages of ^ 

minor^^ population were to'be plftrec^ fcflt tjie Pilot'^ests. In 

€each of -the paired markets, the Anglb spot was 'to air for two 

we^ks, then the ethni-«^;«e'^aion^s-) of the* the spots was to air %or 

two weeks. After a period of collection of mail-in response, 

phpne "interviews would be used to cont'^ct respondents in each 

maricet to d^tetmine: (1) "^^rtinent demographic on the respotidents^ 

and (2) the version.'« the 'spots to which • they . responded. Lt was 

' ^\ * ^ • ^ ' 

hypothesized that the pertrentr of minority res^J^ndents would in- '^^ 
^ . * . ' . V 

•fease in each of the test markets during the^aSt two veeks of 
the campaign. ^ . 

I^^addition,' the ''Discipline" and "FR&R!'' televisioR sports 
were toij^e evaluated according to 'their ability tp gene^raiie 
quests for the free booklets^ of fered in ftie spots* 'Two indices 
of effectiveness for the PSA's were -identified fo^^this purpose: 
(1) Index G, the number of television ^ousehold ^Impressions ,* in, 
ioi^O's, per. mailed request, and (2) Index^H, Ihe^^number of mtfil- 
.ed I teq^Rits ^received per 100,000 television houses-old impressions^ 



4 



4 ' ; 4 \G, =^ TVIIH X 1,000 



1 . -4 . N X 100,000 ' 

I ■ . ■ • TVHH- i / 

* " Wliere: number, of requests^ received, and 

\ ' , J . TVIIH = number of houeehord impressions 



2.x Instrumentation 

Copies of the Pilot Test inatruments are present?ed in 'the 

phages that follow. The instfunients include: a faclmile of^the 

,^ ^ ' 

Respondent ,Rostfer^and copies of the PSA Airing Log, the Pilot 

Test Phone Interview Instrument - and Answer Sheet. 



.3. Data Collection and Analysis ^ ' ^ 

Estimates of broadcast exposure w^Bl q^Jtained from all TV » 

stations that alJed^he "Discipline*' ^fT'FR&R^' spot versions 
^during the broadcast-t^^t periods,' September 17 - October 14, 1977 > 
'Using Arb'itron Televisj.on Audience Estimates as supplied for each 
test market, broadcast exposure v/as converted to corresponding 
amounts of viewing audience ^express.ed in terms of television house- 
holds. (TVHH's) - Viewing audien'ce totals Were compvtted per station, 
t;est market and spot version-^ # ' 

Sikte th^ POSITIVE PARENT calipaigns were targeted at low in- 
f come parents,. analysWwere conducted >o investigate the extent 
to^whidh 1^ income parents responded' to the TV spats. 'All broad- 
cast testing was, conducted in television -markets (Areas ^^I>ominant 
Inhuence or ADi's) that also co^iprised SMSA's. . Mailed requests 
t^l:eiv^*from the^'SMSA's were'pltK:ted on urbari maps as to their 
" census tradt, origin. Tracts were distinguished. by their median , 
..annual income: "low income'* 'tracts (under $8,boa) and **|pn-low 



inlcome*' tracts (over $8,000). A'cotnparis^n was than made^etween 
the population that te^ided in the two categories of t:racts A]d 
^t\]e number of requests for booklets or,iginating from eath category. 



Test Market 
TV Spot(s) 
« Rook'let; 



V PILOT/TEST 
RESPONDENT ROSTER, 



Respohse . * Name /Address . * 

Nund?gr ' Postmark - ' of Respondent 



3 



4 




Market 



Station 



Air Dates 



. PILOT TEST 
••/POSITIVE PARENT" PSA'S 
Airing Log 



Spots 



NUMBER OF TI?^'4pOTS AIE^ 



WEEKDAYS: 



7:00 - 9:00 AM 



9:00 - Noon 




Noon - 3:30 



3:30 - 5:00 PM 



5:00 - 6:30 PM 



6:30 - 7:00, P^ 
7:00 - 10:00 ?M 



10:00 - 10:30 PM • 



10:30 - MrPMCHI 



SATL1U)AY: 



8:3Q A>f - 1:00 PM 



Sri>AY: 



1:00 - '^:00 P> 



OTHER TIMES: (Please llsQ 



. LENGTH OF SPOJ ' 
:30 _ :60 




"P0SITI\|K PARENT" PSA'S are developed 'by : ^ ^ 
The Early IChildhood Prograa 

'Souchwesc jFducaCional Develop:::enC Laboracory 
211 East-Seventh Strc^et 
AtiGtm. ir. 73701 (H2) A76-6861 
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PILOT TEST 
PHONE INTERVIEW INSTRUMENT 



p.l of-2 



^ I' 



INTRODUCTION: * HenoSS Is Mrs. '(Lincoln) in? Hello, Mrs. Lincoln, ly name ' 

(give real name).. Recently, you wrote for a copy o. a ^ ' 

'freeijooklet on » I'l^alling from the , 

Southwest (Educational) Lab in Austin, Texas to ask your tjplnion 
about the bookli»t so we can improve it ^for other ^parents . ^ 

1. ' Did you receive the booklet qtflled In th^ mail? 

(JF NECESSARY, help respondent recall^ by^ saying, "That s the one with the 
color cover." * » ' " ^ 

IF YES, -continue with Question *2.« 

' If NO, ask f-v * 

Did ^you write^to POSITIVE PARENT requesting, a |ree booklet? 
» < • ' / 

^ IF YES, ask * • ' ^ . . 

^ Did you see an announcement on TV telling about the free booklet? 



» I? «S, ask ' - k 

Did you see the announcement more than once? 

^ IF YES, ask ^ 



About how many cixes did you see it' 

IF NO, ask 

*How ^d you hea§ abOyit the booklet'' 
Why Rd you write away f^r the Booklet'' 



, • - It >^u would still like ^ Ho^ie t , ' we \.oulfl be'happy Co send ycm one.J^. 

(IF they vs^.t booicle:, taKe down c^rect name, address, aftd zip) Vj^^F 

2^^id ^pu see an annov^^nent on TV telKng about the free booklet'' 

? ' , ' ^ IF YES, afek ^ ' * 

* * • * (a) ADOut he-' iQng ago did you see ihe ar.nounce'tient? ^ 

, * ♦ * 

J (b) ^'as the -aiTdt.ui in En^lis" or Spanish'' ^if appropriate)- 

' (' ) ''•"no --ere the cnaracter* in the anncurcesent.^ 

1 ^ - 

_ • (d) oft vv:u see the arrcurxere^.l rnoTv than once^ 

1 » ' 

^ - (e) IF YES, aSK ♦ 

About how aa^^ tiaes did .;ou see if 

■■ • ' « • ' 

(f) Do'.vou remember when ^,ou wrote m for tfie free booklet^ 
• (g) Is this the ffrst ti-^e you've written In for free infonsa^on'' 

Hp-W did you hear rSDO-jt the bdl^Kfet'' ^ ^ 

3, Why did you w;-ite awav foi^the booKlet'' 

J. U. Can you tell us what vou expected to receive when vou wrote for the booklet^ 

5. . Have v^o- had a chance to look throu^h'the bookloi'' % • ^ 

IF YES, prorede to Question 4 6. ^ ^ • . 

II NO. ' ' ^ ^ ^ » 

*Dq you still have ih«- booklet'' » * , ^ *• 



J ^ 



(a) IF NO, ask 

, Do you know what happened to the bookU't 

• * THEN PROCEDE to-quesLlo^n and cOfffplete the interview. 



^ 1 

Er|c. - : 



(b) IF YES, a»k . ^ 

Can you help us by celling us Why you haven* t read 
Che bookie c? 



.. . . . 

. * THEN PROCEDE CO quescion # ik and com^l%te the incei*vi'ew. 

6. Was Che booklec vhac you ^expe'cted? 

7. ' Was any oi the infon&ation in che bookXeC n«v to you^ 



17 YES f ask ' * * \ ' 

About ^ow ouch of ' the information In thV-booklec ^was new Co you? . 
All of it/most of it/some of it ' " 

IE YES^ ask 

Can you reme^er an example of something from the booklet that v^as 
e new for you? . ^ 

8. How much of the Information Iti the booklet was useful to yod? ' ^ 

all/acst /somp/none . • , , 

IF INFORMATION WAS USEFUL, isk ' 

(a) W^at In -fjartlcuiar was useful to 'you? ^ 

(b) In what way vas* 1^ useful \q you'' 
(c^ Khat, additional Inf or;ta't ion mignt also be useful to you'* ^ 

IT INFORMATION SOT I'StFlL, ask . , . j 

* (Jan you give us some suggestions about what kind of Infprsatlon would 

have been useful to you'' < ' 

9. 'Have you thought aDo^i^^smg any oi the suggestions in the booklet with your 

• ^ ^ . • 

IF YES, asT . ' . 

Vihich ©nes are you thinking of using? ' » » 

10. .Was there anything yoj particularly liked about the booklet'' (Please exjlam. 

11. Was th^rc anycni.ig vcu part ici2iarly disliked about tttb booklet'' (Please expia 

12. What did vou dc^ with the booklet when vou finished reading it? 

13. Do you still have th&' booklet 

► <• - 

CONTINIE ifiTERVirrf B.Y SAYING^ 

We would like to know something about thie i?eople. who write in for our |f)ooklets 
I have just a few roore questions to, ask you abo^jt you and you*- family. 

► 

14. How many cmldren do you have living In your household? 
H6w many are undar 6 years of age'' 

15. To which of the following ethnic. groups do you belong: 
(a) BlacK/ .(b) Mexican-American/ (c) Anglo/ol (d) other'' 

> # ' ' 

16. In which of the following age groups do you fall'' 

^ under 21 (b) 21-25 (c) 26-3^ <d) 31-35 (e) 36-40 ("f ) over 40 

17. How many years of school ^ve you completed'' 

18^ Wa^ your tdsiilv incone for last year between ^ 

(a) $2 - 5»000 (b)'''$3 - 8,000 (c) S8 *- 12,000 or (d) above $12,000 

That's all the question} I have. Thanl^ you very much for spending a few minutes 
talking witTi me. We appreciate your interest and hope you have enjoved Jur. 
materials. • ' ' 
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NAME 



PHON^ 

DATE J I 



PILOT TEST PHONE INTERVIEW INSTRUMENT 
ANSWER SIJEET 



SITE 



CAMPAIGN 



TIME OF DAY CAUSED 



p. I of 2 



RECEIPT 
OF BOOKLET 



PSA 
«EEN 



Yes 
No 



1/ 



Yes 
No 



If no, 

(Did you j^rite far booklec?) yes 
(^)id yo'u see PSA^) yes 
(mot^e than once?) ' yes 

(how heard abouc booklets) 

(why wrote .for booklet) 



- \ 



times 



(^Whov long ago? 



(b) English/Spanish narration ^ 

(c) Spot ^characters . 

(d) Yes No (^ ticies seen) 

(e) Wrote in w^uert 



(f ) Write m for free mfomatipn 



How hetird about buoklet 



< 



ERIC 



READ 
BOOKLET 



BOOKLET 

vmAT 

e:<pected 
INFO • 



3. (Why vrite foe Sookiet) 



Yes 




7. 



Yes 
"No , 
Yes 
No V 

All 
Most 
"Some 
None 



If r.o. • • 

* Yob I No '_ .(still have booKiVt) 

If no (•-'here booKlet is) 

* If yes (why haven't read) 

Gc^'-ients. if anv 



If yes, ( a ) ail ^ ( b ) tTKO s t 

\i >cs. (b) '(exurr.pic-) ^ * 



(l) So^^e 



(vb U u f'il ) 



( in what way) 



(a<iait!tenal u^Ltul info) 
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If no, 

(v^at would have beei^ useful) 






« 

f 




w — 


* 




USED 

SUGGESTIONS 


9. 


. Yes ^ If yes^ \. ' 
No * (which ones) ^ 






/ * 












10. 


(Lil^0d booklet) 






* • 






• 
















11. 


(Disliked booklet) ^ 






\ 






* 




% 












12. 


(Whac did with" booklet ) 


V 




f / 










* 


13. 


Yes (scill have booklet) 







No 

CHILDREN 14. « children ^undlr 6 . • 

ETHNICITY 15. Etnnicity Ca) Black (b) MexicJ^Anve^ican 

(c) Ar^e ' J^"^ Other 



.AGE . 16. Age Under 21 21-25 26-30 31^5 

36-40 - Over 40 ' . " 

EDLC\TION 17, Highest grade ccrapleted , ^ 



INCOME '\ 18, Inco-ne (a) $2-5,000 (b) S 5-3,000 (tc) $8-12,000 

(d) abo^e SlflPw" 

INTERVIEWER CO^C-^ENTS . > 




r 
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'additionally, audience response to th.e '^Discipline" and "ra&R" 
spots was corrected for amount of broadcast exp^ogurti and analyzed 
•to provide the two indices of spot br<>adcast effectiveness, Index G 
and Index h/ These indices were then used to compare the "Disci- 
pline" and "FR&R" spots and. versions. * ' ^ 

From the respondent roster foV each test market, a Sample of 
.SMSX metro residents wa^ ^rawn for'^urposes of post-cajnpaign phone 

^ • *• . 

inte'rviews. Between October 11 - October 27, respondents in fthe 

6 test markets were then called at random. A' minimum of tempts 

was made to'.reacli 6ach of the respondents. In the case of call- 

backs, 2 attempts were made.^ The primary objective of these" inter- 

views was to deterrhine which ethnic spot version(sl had motivated 

the respondents tft write in. In addition, demographic profiles 

^ * * 

and reaction to the "Dis-cipl^e"^d *^*FR&R" booklets were' solicited 

Accordingly, responses 'across all instrument questions were col- 

laosed and summarized accbrding to discernible category. Findings 

were analyzed and presen4:ed separately according to requests/^f or 

the two printed bookies,' "4 Ways to Disfty-pline Children" and 

"Where Do Adults' Come From?*" 

» • 

4- Results ... 

a. broadcas'^ ef f ect O-venesg ' - , ' • 

* # * 

Following design and production of the new TV spots nnd 

' *^ ' , 

ooklets on "Discipline" and "FR&R," arrangements were made 
to air the spots- as PSA's in six Texas television markets • 
according to, the predetermined evaluation and research design. 
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In all selected markets, Anglo spot versions were broadcast 
fqr a two-week period followed by a second two-wee]c period of 
broadcast for one or both of the minority spot versions. 
Booklets pertainiAg to the spots were disseminated to all 
respondents throughout the broadcast period and -for a week ^ 
following the close of spot airings. Table 12 presents the.,,^^^ 
results of the Pilot Test broadcasts by market ,> whife Table 13 
indicates the results b)^ spot and ver^'ion. "Station Exposures 
rife^rs to the numbed of times the participating stations 
aired the spots; '*TVHH Impressions"^s the estimated size- of' 
' ttie Audience for the PSA broadcasts in thousands >^"Mailed 

V , . ■ ; 

Requests" is the number of requests' for the free booklets 
that were received during the time the spots were on the air 
(two weeks per version) and for a period of one week following 
the airing; "Index G" is the number of T\^H Impressions in 
thousands per mailed request; and "Index H" is the number of 

requests received per 100,000 TVHH Impressions. Bojth ijidices 

f / - ■ 

reflect PSA effectiveness in the test market. 

1'' It qan be seen from Table 12 tjhat station exposures were 

i i I * ' 

.l^ighest in the Corpus Christi market and lowest in Waco/Temple 
-'and iftuston. However, the station ^exposures provided hy the 

.Houston and Corpus Christi Aations re-sMlted in the largest 
-ainounts of TVHH Impressions. In acidition, the highest number 
\of mailed requests was generated by the Houston market, the 
^^J^owest amounts frf)m Waco/Temple and El Pa^o. The most ef fee? ^ 

tive spots in generating booklet requests were. ''Discipline'* 
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TABLE 12 



>iARKET 



• ' PILOT- TEST • - ■ 

EFFECTIVEipiSS OF POSITIVE PARENT TV SPOTS 
RESULTS BY MARKET 

*. WHH ' NUMBER 

m 



Beaumont/ 
.Port Arthur 



SPOT VERSION DATES 



STATION IMPI^ESS-IONS MAILED INDEX INDEX 
, EXPOSURES (IQQQs) " REQUESTS G H 



BR^K^N^pOKIES 09/17-09/30/77 ' 39 
TOILET *PliAR **iO/01-10/lA/77 32 



501 , 31 -16.16 6.19 

408 59 6.92 14.46 



Waco/Templfe • MONTA^ 



09-17-09/30/77 27 



MONTAGE B , 10/01-10/14/77 27 * 



419 
428 



10 -41.90 2.3^ 

17, ,25.18 3.97 



Corpus Chris ti BROKEN COOKIES 09/17-09/30/77 67 
MUCHOS COLORES" 10/01-10/14/77 '^4 



817 
702 



40 20.43 . -4.90 

40 17.55 5.7b 



El Baso 



MONTAGE A 
JtoNTAGE C 



09/17-09/30/ 



1< 



42 



618 



10/01-10/14/77 43 
^- - 



564 



14 ■ 44.14 2,27 
13 ' 43.38 2./o 



ioustofi 



BROKEN COOKIES 09/17-09/30/77 16 
TOILET PAPER 



MUCHOS COLORES 



10/01-10/1^/77 34 



642 



1,152 



6 107.00 .9 



• 1310 



8.86 11.28 



Lustin 



MONTAGE A 
J10NTAGE B 
MONTAGE C 



09/17-09/30/7^' 28 
10/01-10/14/77 ' )48 



329 



16 



20. ,38 -4.91* 



21 "15.67 6.36 



TABLE 43 

PILOT TEST ^ 
EFFECTIVENESS OF POSITIVE PARENT TV SPOTS 
* RESULTS BY SPOT 



/ 



. I 



VERSION 

BROKEN 
COOKIES 



TOILET 
PAPER 



MUCHOS 
COLOrtES 



'hr MARKETS 



---G^AIGN 
DATES 



'TVHH . . ' NUMBER 
STATION IMPRES«^nfe* MAILED. INDEX 
EXPOSURES (lOOOs) • REdllESTS ^ G ■ 



BeaumontyPort Arthur 09/17.-09/30/77 122 
Corpus Christi 

Houston • . * . 

Beaumont/Port Arthur 10/01-10/14/77 ) 



_ Rous ton 



Corpus Christi 
Uous tan 



10/01-10/14/77 ) 



,120 



1,960" 



•2,262 



I^DEX 

•h' 



77 •■ 25.45 -3.93, 



229 • • 9.88 10.09 



'^ISCIPtlNE" TOTALS' (ALL VERSIONS) 



242 



4,222 



MONTAGE A Waco /Temple 

El Paso 
^' Austin'*' 

MONTAGE B Waco./Tempre 
Aus tin 



MOISITAGE C ElsPaso 
' Aus tin 



09/17-09/30/77 



10/01-10/14/77 



10/01-10/14/77 



97 . 1,363 



118 



1,321 



306 



13.80 7.25 



^0 34s08 2.93 

0 



51 25.90 3.86 



G8 
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• "F R & R" TOTALS (ALL VERSIONS) 



21-5 



2i^84 ' 



91 , 29.49 3.39 



:l 



■ i 



\ 



^ versions:* TOILET •PAPER in Beaumont'/Port Arthur* (G ^^6.^2^:.-^ ^ 
♦ .H = 14-.46)t' and the combinatiioo of TOILET PAPER anc} ."MUCHOS" 
COLOReS' in Houston (G - 8.. 86, H = 11.28) • 4 Howev.er, tfou|t6n 

- alsp provided the least e^f ectivJ^spot' wi^l) BR0KEN COOKIES 

^ ' J : ' ^ V \ ' ' 

during th« first two-week campaign |p that; toSlrke't *(G = 107, 



R = .$3). ^Accor(!ing to Tabl^ 13, total station e^cppSures 



* r 



for all'* "Disc ipUne"^^R all "FR&R" spot versions wete vel-y"* 

similar. However the. exposures afforded the "Disc-ipllVie'' • ' 

spots resulted in d significantly/ larg^ amount -of 'audience- » 

^lli^'essions. ■ Similarly,^ the number of mailed' requests fox 

the "Dificipl'ine" \boklet was. over 3 *times the total of re- 

quests tot. the""FR&RM J)Ooklet. Mong the ,Cu3rtural spot "ver- 

' sions, it 'is apparent that TpiLET PAPER was/,the most effective 

"t)iscriplin'e" version and^ overall spot ver5i^^n (G ='6.W, ^ » 

. ' . * , « ' ^ • i 

/ ♦ * ' 

H =*.14.'46). Indeed, virtually all 3 "Discipline" spots* indi- 



vidually. t«s£ed more effective than their "FR&R cQun|3|p^part^. 



l^art^^ ^ jff^ 



Amon 



to hold a 



Dng^ tne latter versions, ^ONTi^^ B can be seen.tc 
* [^/'effectiveness". Fdn-^|^^, as a group, the three 

"DisCT^H.nl*' spdt versions -were 2 times more effective ifi** 
' moi^ryating viewers to write in than the three "FR&Ji" spots 
-^(£l?_f3 . V H 7.25 as compared to' G = 29.^9 f'H = 3.39).* 
b. audience response 



Table l4 compares the' p&^centage of pbpulat ioiH^ residing 



wi^M^t 



he SMSA low inesme and non-low .ineome oansus' traces . 



ERIC , 




with*^he percentage of mailed requests originating from those 
tracts. " Th.e* percentage of mailed requests is^furtjier coirre- • 
lated with'the cultural vei;sions of t4je' "Di9K:ipl irie"^*^ and "F^&l^" ^ 



■ • 

TABtE lA' 



: 4e 



PERCENT .OF POP^Tm IN • W 

AND PERCENT OF MAILED REQUESJ^RfGlNATING FROM 
W\r T^D N(»J-LOW INCX)ME. CENSUS TRACTfe^CORDING' tO TV SPOT .VERSION 

' TEXAS BROADCAST MARKETS* 



PERCENT OF MAILED- REQU 




tEt4S6s TRACTS ^ 



PERCENT OF 
POPULATION. 



AS GENERATED BY 



AS fEHERATED ^ 

BLACK & MEXICAN- 



ANGLO SPOT VERSIONS - AMERICAN -SPOT .VERSIONS 




29.8 



70.2 



100.0 
(57) 



*, J eleVlfllon test markets included in this analysis: , 



Beaumont /Port" Arthur 

Watco/Teanple 

Corpus Christi . » 

El Paso • \ 

Houstop 

Austin 



70 



25.7 
74.3 



^00.0 
('136) ^ 
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spot broadcasts. The^total amouats of mailed requests indi- 



cate that audience response substantially increased, from 57' 
td ^36 requests during the braadoasts of minority^ spot-^ver- 
sions, against when Aaglo-only versions were broadcast. How- 
ever, during a^Il broadcasts, the percentage of 'requests re-'* 
ceiv^d from low income SMSA tracts was le^s than the percentage 
of population residirit within tho^e tracts.' 'furthermore,, the 
percent of 'mailed requests originating from SMfiA income 
tracts^ decreased during" tKe broadcast of minority spot ver- 
sions, as cpmpared to when Anglo spot versions were brc^adcast. 
Income analyses of all Audience 'respojj^se by test market and 
campaign are presented in Append i:i,Al6. 

cT. te lephon^ .intervi ews ^ ' * 

' ' • ^ 

Tefephone Interviews wece ccmducted between October 11 

K ■' ■ . 

and October 27, 1977, with persons who responded to "the broad-' 

casts of the 'discipline" and "FR&R" PS^\'s by writirig in for 

\ ^ ' 

the advertised free* booklets pat"ticular 'to both spots*. A 

total of . -68 interviews were^-compl^est^d with respondents in six 

test markets: Beaumont/Port Arthur, €orpus#€llPilti , Hotiston, 

Waco/Temple, Bl Pastf^ 'and Austih. The pripci^al^ purpoise of 

*■ * * ' 

these • interviews was* to cj^ermine^ to which ethnic version of ^ 

the "Discipline" and "^R&R" PSA'*s the se* persons responded. 
In addition to informatiba on Che PSA s and correlated 'demo- 
graphic l^ata, -reactions td *thi2 booklets, "4 Ways to* Discipline 
Children*' arid "Where Do Ad«lts Come ""From?" , were also soli- 



cited, t 



71 . V 
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. Tarbi^ 15 .iiMicates that the "Discipline" PSA versions 
(BROKEN .C00i(*ES, TOILET PAPER, MUCHOik COLORES) elicited .far ^ ^ 
greater §udimce response than;the "F^&R" PSA versions . ' ' 

(MONTAGES A^ B,- C)/ . ' / - ' ^ 

^According t;o 't'^ie research hypothesis, one wojuld ^xpegt 
Persons writing in during and immediately following the firat 
two weeUs of broadcast ■ (Campaign I) when only .'Anglo PSA v<^. 
sions were aijred, to Jpe predominately Anglo, The . preffenjage^ 
of Black and Mexican Aperican respondents would hypothetical.ly 
ris^ during the second two weeks of broadcast; (Campaign II) ♦ 
^^^^;^rtteTr-<|i'eN non-Anglo PSA vei sions ,were Sliown. Table* 15A refects 
• a preliininary s^f\rey of the address rest^r ot respondents tor 
Spanish. Airframes and confirms ^ the '^(icreas^ over time.of Me'ici^ 
can Amer i^ag re^ponder^s -Data collected through telephone 
interviews to support the l^ypotU^sis is slim, however (see 
.Tables 15C and 'D) • In ^stin, one Mexican American respondent* 
was contacted who had written Tw-4if ter sS^i^ig the MA versij^a 
of the* spot. But in Corpus Christi, none of f ou>v'Mexican 
Americaji respona^nts contacted indicated . fchey had been moti 
vated to write by ,thV MA vers'ion, al^phough two repiemberedc 



.seeing*itJ No' Mexican American, respo^ndents* were ' reached in 
^ the Hotfatdli area, while in £l Paso, one. Mexican Xbierican fiad 



, responded to the-Anglo vere^ion and a second incomple»te mrarj .- 
view indicated the person .r6sp(jnd^ to the MA ver5?ion. 'Only 
-*tnree esipondents were contacted in ^Che Houston ^nd^ Beau- 



'q3ontj(Port ArthuV market^ an^d only one qf^these had^fesportdeii' 



• tABtE 15 

RESUCTS OF PHONE INTERVIEWS 
PILOT TEST Of" NEW. PRODUCTS"' 



Al -'Respondent and Interview Totals 



J , ^' • ^ ' "Discipline" ' ' "FR&R** ' 

— • / ' ^ * ^ (all versiong) . (all versions> 

• Total Number of kespoadents ' . 306 ' ' 91 

Number of Complete^ Interviews ♦ 20 * 

Nujp^^ of Partial Interviews * 5 •» ^ 5 



• ) : i i Sl, ^ T ^ " 

/ ^ B> Respo ndents "with Spaffish Surnames /To.tal ^]fcof Capipafgn Respondents' 

■> Houston, * Corpus ^ - Austin El P^so 

.*,•','' ."■ •' . <■ 

■ Campaign I - • '-O/Ze- (07,)- ' .9/56.(16%) .1/24(4%), 5/16-(31^) 

. (g/n-io/A/?)) ■ ' ' ^ - ■ 

• Campai-gn'Ilf \/99 (8%) . 6/24 (25%) 0/13 (0%.)'' 5/10-'(50%) 

^(10/5^10^21/77)-- • ^ , ■' 



, 3> Response -to PSA- VeF^^i-^.. , ^ 

A » An-glo^ers ion * --v*^. ^ ' • 

^ ' ^H^lack \^ersion ' • 

C =^ Mexican American version ^ ^ * » - • 

' ' 'aB Anglo ^nci Bl^ck versions, •without'^ distincti,on- ^ ' 

ABC = All version's, without -distinction . . ^ 

• recall/ 

^ * ^ *^ * ' ' a . B AB \ / . -C ' AB'C. ' Not |een 

. •/ • '^ipus\on . ,^ ^ "9 3/ , 0 ; - ? , . ' 

' Be^auipci^n t /Fort Arthur 11 3 ' : 2 > ^ " ' 2 ' % 

^ . ' -Corpus Cfiristi ' ^16 " * * 0 0 ^ -1- 

Austiii . 4 * /' * ; - 4' • L ^ 30^ 0 ^ . 

■ ' ' WacoyTemple . ' * , * 6-. , • *^ \2 ' b - • 

' V f. El Paso . • ^ . 5. ^ ^ . • 1. • -1 . • -| 



^ Response^ to PSAs by' Ethnic Minority '(All Markets) ^ . • ^ j ' ' 

' ^ A ^ B AB \ C> 'ABC >^R/NSV^ 

BlaV (N-4) ^ 1 . I , }^ ' ' ^ ^ . 

Mexican American (N^J) 5 . ' • 1 • . 1 
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■ . • ■ -Sr . • • ■- . 

« . 'I • 

to .the. Black version' of the PSA. No respondent in Austin or 

Wiaco/Temple markejts remfmbered th'e diffetence between Anglo 

an4 Biapkrversions of tKe *'FR&R'* PSA's. \^ - 

Table 16 summarizes thg demographic characteristics of 

the "Discipline'^ and '*Ill&R'* respondents.' Based on the data 

from the irvterviews,^ the overwhelming percentage of respondents 

to bpth messages wert Anglo'. ' In addition; a significant number 

of Anglos responded to the Black version bf the PSA olvtiisci-' 

pline. Almost all of the respondents were womo^ (92% "Disd-i-, 

pline", 965^ "FR&R"i. their ages f all jr'ougtay into*, two cate- 

goriest women in tljeir twenties ,^ mdstly with small children, ^ 

and' women ov^r forty, joostly -grandmothers . Virtually alT f-^ 

*>j?espQndents had completed high school Skd over_ half h^d oom^ \^ 

pleted at;' leist some- y^'ars^ in' college.^ Moreover,, tife vast 

ma^rity' of respondeJifs fall within a middle to upper income 

bracket. . • ' ^ 

Regarding the booklets, Respondents Imj more^to^ay 

about "4 -Ways to Discipline Children'^* than "Where. Do Adults 

Come From?". In the markets receiving the disc^line bopklet, 

86^ of those^ i^iterviewed ha^ alread^read the booklet when . 

cd^nt^cted. Most of these people we favorably^ impressed by 

^booklet Qverall, al'though^ f ew^* f ound\hat t;^^ booklet ^on[- 

trained moch now information. Many people said that the boo^- # 

l^t was useful "-as A reminder". • . ^ ' 

Th^ most frequent reason given for requesting cfie di-sci- 

•pline booklet was general interest in child care^bv mothers 



, TABLE 16 
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' RESULTS OF PHONE INTERVIEWS 

• DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS 
PILOT TESi OF NEW PRODUCTS 



• A. # of CKildren 



^"^^ t' Respondents 
(A) "Discip^-ne" 




"Total # of 
Respondents 

,51. (100%) •' 

21 (100%-) . 



•• Total # 
y/ Children 

37 (73%^ 

■ .i5 (71%) 



Total #» 
w/ Children 
, Under 6- 

31 (6 

10 (48%) 

\ 



Average # 
of Children 

1.7 

. 1.6 



— -v.g^ f thnici 



, Anglo 
39 (81%) 
19 



Black 



Mexic^lP' 

American 

4 ("8%) 



,(6%) ^ 
7(83%) " , ' 1 (4%) • 3 (12X) 



Other 

2 C4^ ' . 
0 



Total //of . ' 
Respondents , -2j. 



23?-25 



26-30 



V 21-35'^ " 36-40 



40+ 



(A^ 



48 (100%) ^ 1 (2%) 10 (21%) 14 (29%) ' 8 -(N%) 2 (4%) 13 (27%> 
•(^) 20 (100%) ' 0 - 7 X35%) * 3 (15%) 1 (5%) ' ^ 3 (15%)^ ,6 (30:O 



tL Eciucation 



.^otal ;//o& Some 

~ "RF^u nSen ts ' High School 

' •'^^) . 48 (100%-) ^ 0 



,(B) , .20 .(100%) i 



1 (5%)- 



Completed 
■ Hl^ School 

21 (44%) 

,6 C30^) 



Some 
Col lege 

18 (38%) 



9 (45%) 



Completed 
College 

9 (18^-) 

li' (20%) 



E. Inepme 



*^ ', Total # of 

Respondents «■ 
.' ' 

, /*(A)' 46- (100%) 
(B) 20 (10Q%) 

' ' ' . • \ '' 



-^^OQO " . 5. 
2 04%) ' 



,000- 

000 



^0 



•$5,000- 
*_8^Q20_ 

0- .• §«)" 

■ 2 (10%.)-. 4 C20%) ' 



•.-7^5 



$8,000- 
12-.000 • 

» 10 (22%) 
5 (25%) 



-$.12.000+ 
28 (6.1%) 

9 (45%) 



with children of their ovm. A significant number of mothers 

% 

perceived some immediate problem in Miscltl*t>ing their chil- 
dret^ and so had written. The most dramatic %f these perceived 
problems was related by a mother whose hyperactive son had' 
recently set^ f ire to their 'home. Another large group of re- 
spoTjdents were grandmothers who tended to pass the booklet on 
to their married children. Two respondents were teachers whp 
encountered discipline problems in their classrooms. 

Given the diversity of people who wrote in for the dis- 
cipline booklet, specific impressions and criticisms varied. 

i 

Manv 'people praised the first section of the booklet on listen 
ing apd talking to children. Others liked the section on 
setting" limits . A few people criticized the section on re- 
warding children as tending to ^poil them. Others tihought 
the booklet too general arid vague to be of much use to them. 
Several people hid shared the booklet with spouses, married 
children, and other households.' ^Specific ^i^ggest4ons loz 
additional information as desired .by respondents ^re listed 

■ ■ ■ . - * ^ • * 

in Appendix All and 12. 

°- # • , • •„ ,/ 

The number of people interviewed about the "FR&R** book-' 

let, "Where Do Adults Com^ From?" was many fewer than the 
numb'er interviewed aboTt^ the' the "Discipline*** booVlet (see 
Table 15). Furthermore, react^fbns were far ess' substantive, 
specific recall o^ the booklet, was shallow, and receRfrivity ^ 
to being interviewed less favorable*. Seventeen of twenty-one 



re 



sporidentS' cantacte^ had read,^the bookl-et. Ten respmidents 
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had expected something different wh^en they had written in. 

'Some'had expected ^a lengthier, tuore detjULed book, while '-^ 

others expected a different content. Ten ' respondents were 

favorable to the booklet on the whole, but ♦only one person 

.* • 

had found any new information in it. Most^^of the -respondents 
said that they wrote for the booklet out of general interest. 

V 

* Once again, a number of grandmothers and {:>ro£essional dare- 
takers wrote for the* book. T^e only specific part of the 
booklet which sparked commentj^ was ips treatment of the parrental 

role in teaching children aboiH. sexuality. One respondent 

[ > ' ^ -.^ 

praised this section, while anotKei^ objected tlmt young chil- 

— I ' ^ n ^ 

^dren should not be intrc^fiuced «- to sexuality i A number of 

people passed the booklet on- to oth6r households. 



5. Conclusions % " ' 

Results from broadcasting the new WU III products do ntot 
support the research hypothesis: "the proporT^n of respondents , 

f ' ^ T 

that l»TVe in low 'incotne census tracts within a SMSA and belong to ♦ 
the ethnic group repftsen-fed in the P^A will , increase when PSA's 
directed' explicitly at . tkat ethnic group, ar'e aired^over when etbnic- 
directed PSA's afe not aired". Instead." the' proportion of audifence 
.response Originating from low irjcome census tracts slightly de- 
i:reased when minority spot versions were aired compared to when 
•Anglo versions were aii^ed.. In additfon, regardless of which spot , 
verslji's were aired, the proportion of regfonae originnting from " 
low income census- tracts was ipir-Pf^- the proportion of. population 
•f<*r thos^ tracts. Moreover, tqlephone sampling did not con,0rm 



that ethnic-directed PSA's resuiteci jl'n increased mail- in re- 
spouse from ethnic groiip/ member4U Very €ew telephone inter- 
views we^re completed wit'K minority respondents. ^ I^^tead^ the 
preponderance of interviewed »respondents tended to be educate^ 
middle to upper income, and Anglo. 



^ J 
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Existing Product Testing and Results ^ 

a! field test/longitudinal broadcasts 

• I. Evaluati'on Design . '\ 

• The) primary purpose of the POSITIVE PApNT Field Tests and Lon- 
gitudinal Broadcasts was to evaluate the f acility^with which liaison 
agencies in other rfegions of the country could sponsor- POSITIVE PARENT 
/ < TV spot campaign tests- Pre post questionnaires would ass;ess imple- 
mentation and impact of the cainpaigp tests. Addix^onally , audience 
' r^&B^nFe was to be analyzed for SMSA income tract and G'and H xalues 
were to' be computed for amount of audience response and broadcast 
exposure per spbt and market. 

2. Instrumentation ' ' ' 

Samples of the instruments used during the Field Test/Longitu- 
dinal Sroadcast phase are presented in the pages that follow. Tljese ■ 
instruments included: Liaison Agency Pre- and Ppst-Carapaign Ques- 
tionnaires, Respondent Rosters, PSA Airing Logs, and Phone Interview 
instruments and Answer Sheets. ^ 
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Name of Agency 
Test Market 



FIELD TEST/LC^GflUDINAL BROADCAST • ' . . 
. • POSITIVE PARENTf LIAISON AGENCY . . Q' . 

PRE-CAMPAIGN QUESTIONNAIRE 

" " •> • 

* - ' ' •' * ' ' , * . 

Please answer these questions as best you can. YjDur responses will be* helpful 
to us in monitoring the impact of the POSITIVE PARENT spots'. Please completf^ 
the form and mail it. to us before the spot goes on the air. Thahk you for., 
your assistance. ♦ • . . , 

, / V ■" ' . ■ , 

1. What parenting services does your aJgency/organization provide? What-needs 
do you attempt to addres?? 



2., What parenting communities do you serve? 



3. Do^s. your agency publicize, advertise and/or promote its services?., ^ri 
what way(s)^ * ' . . " 

.. \ 

^A. ^If it does advertise what' respor\se does the ag^lplfcy receive to- this 
advertisenjent and promotion over an averafee morich'js time*? "is it by 
phoned b.y mailf .in perso^i? Please provide numbers possible. 



If you do itot advertise, please give us an idea of how many parents 
contact you for ijtformation or services over an -avexage *month'»'s time 
an^|iow they do this. ^ 



, Nape of Agency 



p.:| of 4 



Name of Test "Market 



FIELD TEST/LONCITtJS^NAL BROADCAST 
POSITIVE .TPARENT POSTtCKMPAIGN QUESTIONNAIRE 

* EARLY CHILDHOOD* PROGRAM , 

SOUTHWEST EDUCATIONAL DEVELOPMENT LABORATORY 
AUSTIN,, TEXAS 



YOUR RESPONSES TO THIS QUESTIONNAIRE WILL HELP US TO MEASURE THE! IMPACT OF 
TBE SPOTS IN YOlJR MARKET- AND* WILL HEI^P UJ^.TO IMPROVE OUR PROCEDujlES FOR 
MARKET TESTING ADDITIONAL, TV SPOTS. -WOULD YQU PLEASE RESPOND TO THE 



FOLLOWING ITEMS. JHANR YOU. 



ORIENTATION 



I 



1.^ Did SEDL giVQ. yoU enough information, to enable you, to •sef've a^ a 
•local campaign- test facilitator? * (circle one) 



\ 



Yes 



Ne 



If "np*\ •what else shourd SEDL have given you? 



2< * The orientation nanjiral (circle **yes^ or "no" for each) 



a*) wars necessary in order to complete the campaign' 



Yes 



If no, why not? 



No 



\ 



, b) clearly explained what tTfe facilitator had tcf do 



Yes 



No 



■ If nt), which parts were unclear? ; 
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c) had fhe right amount of information in it 
Ye^ ' No 



If no, what would yoeiAdd or take^out? 




^ Other coraments about the mahual 



3. In what other ways could SEDJi provide a better orientation to facilitators? 



IMPLEMENTATION 



/ 



4. 'Bid any part of this project pose special problems for you a^ a f^cilit^or? 



(circle one) i 



. If yes, 



Yes 



•No . 







* 






describe the problem(s) * ^ ' - 


* • • ^ ' - 


r • . • ♦ - 

tell hoK^ yoa 'solsvecl the probl^(s) 










' ^ r • - • 






10 





, 5. /i^oi^ld' you make any changes in SEDL's POSITIVE PARENT testing or liaisotj. 
' approach?* (circle one) * . " 

♦ ' . ' \ Y'es No * ' • ./ * ' 



If yes*/ what would you^change? 



:,82 
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4 



, V ' 'V ■ . ^ ' p. 3 of 4 



6. il^sed on youij experitoce, what do you thinks ^s'the best way for a 

. facilitator to* work with the TV stations in carrying out <;he 'nA..spot 
• campaign (s)'? , 4 , . • > • ' , " ' 



6 



7;' " Duri'n'g the five weeks frotn beginn'ingf ^ spot firings to a week after the 

"airings ceased, did^ any perSon^'.re^ct to, the spots^by contacjtia-g you for o 
\, . inforraatiorr or services, otbfcr than through the booklet Tequests?^^ 

If s.o, af/proximatily tiow manyf ^ * 

• A ' .' ' . : ' ■ ^ . ' . 

, If sB|#^list tne various methods people used to cojitect you (e.g. letter/ • 
^caU^ et;c.).'^ ^ ' \ ^ ■. • /' '-^ / • ' • ' \ 



8. ;-i?^i5^'0ther changes in. audience r^sppns% to your agendy, if any^did you^ 
notice dilring tt)as ^ive week period? . 



.How.iQLUcb of tihis ,do yoi|f think was du6 to the spots? 



9. Was the acount oS' audience, iresgonse to^ the tspots during the campai^ 

period Cs) less than expected., about what you expefited , ^^o^r 'more- ^-in , 
you expected? (circL6 dnej", • " 

. ^. 'l^ess than ext>ectt:d ''About as 'expected ^^ore than expected 

^xpTain wh>l you thin'< this happened^ ^ \^ * . . ^ • 



I 



u ; 1-,^ ' *M . ifr- 
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10» ' Has -the campaign helped your agency? (circle one) 

Yes— ' Nq ' 



Briefly tel'l how so" or. how not. 




I'l. Could ^he complete- series^ of sp0l:s a^d b6o 
■ , Usefulness for your agenc^ ^ (circle onS) 




t 0 



res 



if y^s, bt-i-efiy tell how*^ ^ 



4 



No 



iv^^ny further 





4^ » 
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\ 

^ Te^t Market _ 

^ ' * »• 

. • ' ' ' .TV Spot<s) 

4, , ' ^ Booklet 



-J 



FIELD itST/LQNGITUDIN/i BkOADCAST 
.* , RESPONDENT 'ROSTER - 

Response ' • # #»• * ^ N^ije/Adtlfess • 

Number'" „ Postmark of-Tlespontlent Code 



1'^ , 



1. 



5 



10 
f 



11 



4^ 



ji 
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Market 



Station 



\ FIELD ^TfeSTitbNGlTUPINAI, BROADCAST 

. ^ "POSItm PARENT'* PSA*S 

Airing %og * * • 



• Spots 
\ 



Ail- Dates 



^ * ^ 

WEEKDAYS: V ^ ^ ' . o , 


LENGTH jOF SPOT ^ . ' 


.7:00 - '9:00 Am' . . 






i 9:00— Noon ^ ^ , . 






Noon ^ 3:3^PM. . " . / 






^ 3 : 30 - S : 00 PM ^ ^ 






5:00 - 6:30 PM \ 


1 ' ' 




' 6:30 -* 7:.0a FM . 


e 




. ; ' 7?aO - J^^O PM , ' , . 




' 


^ IQrOO - 10 -30 PM * 




' — — - 


10:30 HIDNIGST 


I 




SATU:^AY: ' . . 






- 8:30 A3i - 1:00 P'^ ' * ' 




r 


. * 




- r 


• Si:\T»AY: , , 


* 




^ 1:00 - ^rOa. PM 




* \ ^ *^ 


— — ' 1 • ' 

> • 


V 






• 






« 

* > ' " - ' ' 






An 


- ># 








— -T^ ^-ff-s ' - ' ■ ^ 






if • ' ' 

: : . . . - 


' I ■ K 




- <■ ■ ... . 














« « 










L ^ ■ -3k»-^ — r 


• - 


. — ^ — 



The Early Chadtiooa(Pw)grap K' 4 . 
Sputhwfest F^iAitional De/elop-nent Laboratory ^ 
211*East So7?rith Street ' *. 1 

Austin, xTT 7a7Dl^, . 012) A76-6?6i 
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PQSITK/E 'P^RCNT FIELD TEST ^ ^ 

PHONE IKTERVIEir INSTRUMENT * a« ' 

* V ■* ■ . • • ' " 

tHTRODUCTION : *Helk)^ U Mrs. (Lincoln) in? Hello, Hr*. Lincoln, my name is 
(givtf^jeal naiae) . Sjeveral weeks sga^ou vnrote.. for a copy of a 

free booklet ,on ^ ' ^'ni calling ftoa the 

SouihweSt^Edupational) Lab Austin, T«^*to ask your op-in^on ^ 
about tfe' booklet so we cin improve re fl^other parents. '/ 




(giv/jeal naiae) . Sjeveral weeks aga^ou vnrote.. for a copy of a . ■ ' ^ 

}• . . , free booklet ,on ^ ' ^'ni calling ffom the / ' \ i 

cnyJhr^ir /irH,./-a M'nnan l.ah la^Atistin. TMtas* t o ask vour oo-inion y / ' ' 



» l.| Did you- receive the booklet called * > ^ t^^e niail - 

>^ . (IF SECESSRRY* help respoi^dent tecall by saying, "That's the one with the ' ^ ' -i 

- '(see att^hed sheit) on the ca^|p&." ^ \ ' . , t • ^ 



■.V 



f 



IF YES, co-ntinue with Ques,tiQn . 
/ ^^^"^ Did -you write to POSITIVE PARENT requesting a^ree bookl-et? 

■\ \ ■ ' . . i 

( ' IK yes, ask . • * . > m 

' J ■ , Diifi you see' an announcemsnt on TV. telling abcat the fj^ee boSiclet'' 



IF YES.i ask 



ask . ^ ^ ^ . 

Did you SM the* announcement more than once 

IF YES, ask • ' \- 

\ Aboue^few mar^y times did you see itT 



4 

0- > 



IF NO, ask , , 

^ liow did you hear about the b^kl-^f 

^ \ ' ^ \ Why did you wri»* away. for tlj« booklet'!^. 

If you would stfll like' a- booklet, we would 4)e happy' tO sendWou on«. 
(IF they want vbooklet , tak* down correct nan*, address, art^ zip) 

• J ^ ■ 

2. Did you* see an aftnouncem^nc ctn IV teltmg about the, free bookJet'' 
* . " * ^On 

i.'.-^ IF YESr'ask ^'^ / 

\ ^a) -Did you see the *annbunc&aent more* th^ 

^ ' %> IF .YES, ask * • 

" About how man y^ t^ijaes did you , ^ ^ ^ ^ 

« . * (c) Is this ^^e first; tixe vou* ve Vritten^rTf or, free infortnatlbn ' ^ \ 

. r ^ - • ; ^ ■ > ^ . , • 

-IF NO, ask ' / " ' • •* ' « * ' V 

How did you hjar aDout, the booklet"* - . " *' 

• ■ '-. 

3. Why did you .wrvte ^ay for the booklet'* • • , . * 

■-"(.' , - , 

»Can ypu ' tJil 1:. us whal\you expected to receive when you wro^ for the booklet' . j\ 
^' * ' • ' ^ * ^ ^ . ' 

5. Have you had 'a chance t,o look through the booklet • • - 



, . IF YfS, procede to QOicstion # 6* 



1^ 



IF NO, ask • • « A- 

Do you ^st ill have trh'^ booklet' • 

• ' (^ tF Wo, ask ^ ' . \ \' 

\ ^ • ' Do yoa know what happened to th* booklet'* ^ 

T}Jlf*PRpCEDE to question ^ 14 and c^pleXe the interview. 

(b) IF YES. ask 

. Can you hej.p u« by- telling us w^y you' haven't read 
the booklet ^ ' \ ' 

^ TfiEN PKOCEDE to ques^on # 14 and coapV^e the«^ inter^^itw. ' ^ 




7. Was aAf of the in'formation 3,9 the. booklec ^new to you' • •* 

, "~ * tr ask. • ' ; ' 

. —A ^ Abouc* how Much of ch/ itrYoraiat ion \vt the.bool^lit was ^new to you?, 

. • iX\ df It /most of It/ some of i\\ ' 

* IF YES, aslf . * . • * ' ^ " ^ 

* ^ , you remember an example of soAethiftg from the booklet chat , 
• • was new-fgr you? * ' ^ ' 

f > » • f ^ , 

' 8. How much "Of . the inf omiatijOn in Che booklet was useful tg* you'' ^ 

all/aost/some/none ' ^ - 

• • i 

IF I^IFORMATION VAS USEFl'L, a s>. , ^ ' ^ 

.(a) What* in particHar w«s u6eful^to you' .| 
(b-) In what way wa4 it usfeful to* you"' ' llj • ' 

(c) Vhatf addit;;.onalj. information might als^be- user ul to you' ./ \ 

IF INFORMATION ^NOT I'StrVls, ask ' \ . , ^ ^ \ 

Can you give, us some suggestions ^abqut what -kind of information 
^ would have been useful to you^-^ • . ,» . 

9. 'Have you u^ed any of the suggestions- in the bookleCfc- with your ohild'' ^ 

-rF JE^, asir ■ ' - , 

Whfch ones have* yoi/ tfi^d'^ 

-'"^^ h 

Was C^er^ anything /ou P4rui>ularly jilted about Che booklet'' Explain.) 

' . ■ % - ' i . - ' *■ 

11. Was there anyth^tg you particularly disliked about the booklet' (Please explain.) 

i - • ■ 

, * * ' 12. $ihat d4d you'd© with the booklet wheb you f inished^teading it** ' 

g * 13., Do. you still have the booklet** ^ , ' ' ' 

CONTINTE JNTERVIzCIf BY SAYING^ ' ' ; ' . . " 

^ , 0 ^ ^ would liV.p tQC know something, abou4 the people who vri»te in ^or our boo.kJets . .^^ 

^ . * I have <ow*t a" few more -que'st 10ns to Isk^you •bo\4t you and your family. ^ 

\ ^ * ' \ ■ ^ ' \ ; 

" ^ How many Children ^do you ntve livrtig ^in jrour houfehcl^'' x- 

^ ^ • Hov tiany tre uAder 16. years of age"* * ^ ' ^ , 

' t ' ¥^ \ ^ r i.' ^ ^ . 

To 'which of th« foliowmg ethnic grouf* do you,^§Jong: 
. (a) Bltck/(b) M«xican-Aa€rican/(c)^AngJ.o/or (d) oth«r? 

' ,) ' ■ ; , • 

16. rn. which of ^ following group» jo yoiitfall' * 0 . , 

(») undtr Zl-(b) 21jl5 '(c) 26^30 1(4) 31^35 i%l 36-iO (f)'ov«t 40, 

^ ^ . , He^^pany yttrt of School havt compi«c«d?.» > •' 

V ' ' ^ ' ' - ^ * * 7 • * 

18. Wm your ^«aily,incoB« for Imc ytit ^tcwttti ^ ^ 



10 



. (ft) 12'- 1.000 (I) 15 - 8,000 (©) $8 - 12^ 



000' or ^) above I12r000 



Thke*i all xht quaacZona I bivf. Thank you vary BU9H' for landing a faw mirjUCeae 
<alking with ma/^ Wa appraciate your Incaraat and'hopajyou hava -anjoyad our \ 
iMteriala. ' ' ' ' 



r 



V 
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lAME 



"«t— 



KECEirr 
OF itoiKLrr 



SEEN 



'FIELD TEST PUOiC INTCRVIEW 
^ANSWER SHEET 



SITE 



L L 



I. Tea 
Ho 



2. Tm 
So 



CAMFAIGN * 



TIME OF OAT CALm 



M L ^ 



If no, ^'/^ ^ 

(Did .yo^ vrit€ for boofcAtt?) y^»* no 
(DiH you P-SA?) ye» 
' (sore than once?) y«» » * no 
(bow h^rd ibout %pokl€ts) ^ ^ 



(why* WTOCe for bookli^t)^ 



i^y, 

(a) Y^i (# timj seen) 

<b> (write for free info) 

If no. ' V 

(how heard ebovi^ boflcXvt)^ ^ 



# CiM 



3. j(Why wrice for booklet) 



4. '(Wh*c expected) _^ 



READ 
BOOnXT. 



5. ;re* 

Ro'. 



If no, • 

Tee R<< ^till'have^ booklet) 

^ If ao {yttmtt. Wkiet ifc). _i 

If yee (wh^ haven't rea'i) ' ' 



ERIC 




ST 
ECTJED 

flEW ^ ^ 



OSEfVL 
IKFO^ 



^ 6. Yei 

No 

P 



.a. j^i ^ 

* Most 
Sose 

Hone 



CoMents, if apy 



If yea, (a) #lt ^ (b) mo9t^ 

If yes/ Cb) (exa^e) * 



(c) 901 



If yea^ 

(what uaeful) 
(in what w^y> 



(additional uaeful info) ^ 
If no, • 

(%fHat^oula heve been uteful) 
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VSZtr 1 ^ 9. Tel. 
JStKX^ESTIOIlS 



It y". 

Xvhich on«s) 



10* (Liked booklet) 



11% (Disliked booklet) 



(Vhet did with booklet 


(J ' — 








r — ' — ^ — 


• 




Te» ' (still hevej 

>>o_ C 


b«>Uct) \ 




# f 


■ 


# children 


. I^undet 6 







ETHNtCITY 15. Ethnicity («) Black 

. («fT An^lb 

ace' ^ i6>v^^ undeAl ! ' 21-25 



(b) Mexiden-ABerican 

(d) other - 

\ « 
^6-30 



31-35 



36-40 



over 40 



' EDUCATION ^ __1^» Higheet grade co^leted . 

IllCOME it IncoiM (a) $2-5,000 , ' (b) $5-8,000 (c) $8-12,000 

' ^d) above' $12,000 > . 



INTERVIEWli OCHMEMTS 



.1 • ■ 



'JO . 



3^. Data Collection' aVrd Analysis - . , 

Pre- ahd pes t-^ss^ssment Instruments were ^oppleted^by p^^Qtie and ' 
'mail with t-^fi Liaiso'n Agencies sponsoring POSITIVE PARENT Field Xests . 
^and Longitudinal Broadcasts. - Respoases' per qiiestiori were collapsed 

J. ^ ' ' T \ 

across ^all agencies a'nd summarizred for^presentatiorv, ■ ' 

« 

Broadcast exposure^and audience response data were" compared and 

analyzed it)' the same manner ,as in th^ .Pilot *Test (Texas broadcast ^ 

i ' ^ * 

tests') phase for the new. produc*ts . Audience response wajs correcteTd 

^\ . ^ , 

for broadcast exposure to generate indices of spot abroad cas t effec- 

-« % *■ - ^' » 

tivenesS. • SMSA write-in.-resppnse •xfras' analysed for census tfract origin 

"and ir^cone designation. # , - • • 

Samples of respondents w^re drawn in'si^iilar fashion^ t<^ the^ - 
%« . ' ' ^ 

Texas samples, and- phone in'tei^viiews were • conducted with respondents" 

. . / J - ^ I 

'-in" the -six F^eld^Test markets. ^ The priftc^pal inten^t of these xnterf , 

views was "to gather pertinent de*mf>|jraphic data on respondents to the \ 
Field Jest 'broadcasts. Secohdarily, reaction' to.. the respective book- 
lets was also' obtained; Re!;po^sef5 to the 'phone 'instrument were sun- 
marizdd per 'question and analyzed per spot ^nd booklet. ^ Fimallys 
resultk^ were ^^cumulatiwly summarized across all Field Test spats and , 



boo: 



ooklet?. • 4> • 

■ • . , • A 

Results ^ ■ • ' . ' ' 

a . pre/post assessments * 

Ten tiaison Agencies served ^s campaign ipon^ofs for 'the 

POSITIVE PARENT field Tests and. Longitudinal broadcasts; Sumr . 

mSries of pre- and post-campaign asscs%nic»r>ts^with the .leencv 

'faciiitators are presented in Tables 17 and l^'.^'A majority of 

the aeencies offer cducat Tonal proi;ram§ and'aJpDQrt services to 

. 1 



V* 



1^ 



S 



• « 

parents of preschool children throughout ,the ]^cal community. 
Low- income minority populations ^ere most 'merit iohed as the jpri- 
mary recipient group for these prl^grams and Services. Virtually 
all of ,the agencies reported 'that they publiciz^fe,-, adveVtise and/ 
'or promote their serviceis. 'iNfide variety of cpn^unicati*^ media 
are util^ed -foi: these publicity efforts. For, the mb^t'plart,^ 
audience response to the agencies as a r'esult Of these communi-^ ^ 
cations varied from moderate i!^heavy, * ' 

Vf rtualjLy *all agency facilitators, reported that 5EDL provided 
their" ageiWesw wltfh sufficient information and' orientation stra- 

M ' ' 

tegies prior to thp te*?! j:ampaigns 'Likewise, t^jere was * common ' 
r^ement th^t SEDL -s liaison approach was - ade<}ftat,e for 6h^ pur*- * 
^\ >^poses of the. projertk FacMiCators heartiiy endorsed tiir^ect *and^ 

* . continued per&onaj contact with station programmers as the best 

( ^mr-^ , means of ensui;ing smooth' operation of 'the broadcast ^ort i'on^T'iSf 

the camp^aigns. TTre retrieval of station broadcast data^^ias / 
, ^ • ^Identified as the greatest s^gle ^^^leia. during jihe' project. 

Approximately half of the f^BBtators felt t^at the- airing 
' * - of the' spot^ in their markets resul5<id Hn an increase of general ' 

■ .\ ' ' . . audience response to their .agencies''. A majority of cKe fat^ili- ' 

' " tators admitted that the amount of bookl'et write-ins for thein • 
market exceeded original expectations. Flnall^; .the facilitators 
expressed that involvement \ith the POSITIVE' PAI^ENT camp.'^igns 



^b«d resulted in a. variety of )3fencfits to 'their' aj^enciee* i^nd-* that 
^the products def-inite^ possessed fur thcr .usefulness . ' / 



■ . ' 92 



ERIC • - . . ;98 



0,. 



TABLE 17 - ^ 

.FIELD TEST/LONGITUDINAL BROADCAST 
'-I^I^isON AGENCY PRE-CAiMPAIGN QUE^TIONNAIR-E; 
% • ^ - • . 

SUJ^tARY OF RESULTS 



1. Hhat. i)atenlin'g service's.; does your agency/organization provide? What needs 
* do VOiU aKtennxtr to address? ' ^ " * * ■ 



^OjU agtenqxtr to address 



education classes "or 
related family 
|rse array 



an^ r 
3erOTi 



of ser- 



^If of the agencies either offer pafifit 
information and referral for child care^ 
jservices. The remaining groups offer a* 

ytces : workshops , seminars; parent coaperSf iVes , tsempprary 
'child ca^te 'facilities ,^ scho(4qfa°iily casa workers, and^a data 
land program information cleariiS^(^puse on children and yoath , .'^ 
services. * ' ^ 

he IfcTrgeax single recipient group of thes^ipervices is parents 
jo^ presc4io^l chiLdrfea. Addjitlonal clientele ihtlude ^children 
k/d>ih spe^al needs, pr6schoqlej|B themselves, and parents ,of * 



ft 



entarv children. 



Virt4i^lly all of these agencies primarily '.attempt- to strengthen 
ahi' iupj^rt th% family* unit by emphasizing the positiye value o 
of parental influence and by meeting the psychological, gui<iance, 
4ahd social nbeds «of parentis and child^ren. Several o'f the programs 
^. don tain information on child devqlyp'riient and chilc^ rearing skills. 



2. What jparentin^^ communities do,j^ serve' 



'Primary -target communities include economi ca-1 ly depfesse4 . 
;minorlt.y populations. Handicapped and Anglo populations -are ^ 
^also ieryed. < ^ \ 

Thl intended service region^ for^ tiie. ag€(r|oJ<d?^ programs' are" equally 
* . )disp«.^ed between statewide, Single -6 V^n^^ifi^.countyv city-wi^io, 
and" neighborhood coverage. 



Does-your agency pbblicize, advertise :knd/or promote it§ services? ' In ' J 
what* way(s>? - ■ ' . ' 

Eight -of the agencies are a<?tive in advertising' tjheir ^ePvices ' . , 
and ^fog rams. Principal^ publicity an'd-promotional' med^d iVcli^: 
'newspapers and newsle t'ters , a^ide variety of prrini: media Ol^ro- ^ 
chures, flyers, handouts, pamphlets , .clas^ schedules , and posters.) 
/ radio^ television, an ci public fc/rums apd -appearances. ^ To df- lesser 
' d^gr^e, the agencies aiao utilize person-to-pers'on con ta| ts , Icttere, 
and word of mouth Vommunicatlan. One agency publishers its' own maga- 
, zine.- m * ' * ' / 



f 
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If.lt does adver^tise, what response does , the agency , receive to this 
adveYtiseniertt ■ and promotion over an average montH's time?. Is/it by ^ 
. phone? .by ni4il? in person? ^leasa» provide numbers if ty)ss'ib'ie * \ 

" Agency response is, t^ceived via: * phoae ("from 30 to over ^00 ^ 
calls per month) , maij. (one group repotted^ZO letters per 
•month; another .agency receives' 400 mail .requests in .thi's period) , 
and persoaal corttacts (one agency responds to approximately 100 
^ contact^ in a month's time) • 

If you do not advertise; please give us an idea of hov» many 'parents ^ 
contact you far information. or services over an average month's time 
and hov they do this . " • , 

Two agencies report eith^t an ,un determined ^ a very small .(5-10 
phone calls) amount of Audience response in a monthly /period. . 



1 
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TABLE ia» 
' . • 

FJELD TEST /LONGITUDINAL' BROADCAST 
LIAISON AGENCY POST-CAMfAIGN QUESTIONNAIRE 
SUMMARY OF RESULTS 



'■ ^RiSNTATION • • ' ' 

1. Did SEDL give you enough informatian to' enable you to serve y local 
campaign- test facilitator ? ' ' * . 

All 10 facilitators felt that SEDL furnished sufficient information. 

■■ . • ■ -\ 

2. The orientatl^on manual; (a) was necessary in order ^to complete the 

. * campaign, (b) clearly explained what the facilitator had to do, .(c) had . 

the^ right amount of information in.it ? \ ^ ] - 

* Eight of the facilitators felt the\ orientation isiaaual was' neceSs^ary . 

One facilitator felt the manual contained an jinnecessary amount of 
information while 'another individuaU- considered phone and mail com- 
raunLcacion during the course of the project, to |be suf f igient ^of it- 
self. Nine facilitators reported that the manual furnished clear 
and concise explanation of their project responsibilities. ^ ^* 

3. In what^other ways could SEDL provide a better' orientation to facilitators ?. 

* 

Two f acilitato'rs who Vork in large agencies would have preferred a 

more direct routing of inforjU£i't;iOn to them. Other facilitators* 

expressed the desire for more campaign * lead time, an orientation ^ 

meeting prior to campaign implementation, less /'legwork" , ancf 

.greater support from SEDL with sCjition management and station handling" 

of t4ie^spots. , • • / ' ^ 

IMPLEMENATATION . ' » ^ 

4X Did any part of this project pose ^splcial problems for ytfu as a faci^itat^ ? ^ ^ 

By far the greatest problem mentioned can^i*sted of the facilitators > 
retrieving the broadcast log^ Additionally, facilitators specified 
difficulty in keeping station^ on the broadcast schedule artd in Jfor-^ 
.waring audience response to SEDL. Stations tended to-balk,'^ qnd in 
' some^ases object strenuously, to keeping the log^^. Facilitators 
would have' preferred to not send audience responses Intact to SEDL.^ 

t WhCT*<Sif ficyltles arose, the log data-was .princ i^il ly retrieved by 
having an agency person visit the stations and .i;e cord the -broadcast 
■ ^ ^ exposure or by applying phene and ^ in-person pressure to the station 
^-^ programers. Facilitators ir) markets with the heaviest audiencg resporfse 
preferred to record respo;^dents on a roster sheet ^nd forw{ird this to 
SEDL. ' * . ; ' ' ' . 
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5. Vou lji you'' make any changes in SEDL's POSITIVE PARENT .testing or li-ajson 
^p, roach ? ' ' ^ ' 

Ei|(ft of the agencies x:onsidered SEDL-'s testing and liaison approach 
did not' require an^ changes.^ The remaining agencies suggested extra 
publicity and promotion -(e. g. , TV talk shows, news articles) to be 
used concurrent with the spot broadcasts-jr and that spots be .tagged 
^ to more specif ically,- Ideri tif^ the .booklet that is disseminated for 
* , a particular -spot. • , " ^ ' * ^ * 

' ~ ^- ..... . • ' •■ , • 

6, * Based on your expei;i<fence , what do you think Is the best way,'for a^acili - 

, • tator ^o work vith ^the T,V stations in carrying out the TV spqt campaignCsQ ? 



Facilltj^PBrS* overwhelmingly endorsee! direct contact with the station . 
programmers.. Two iadividuals ^recommended the sequential strategy of: 
(1) introductory phorie calls to the PSA-re'feponsible p-rogranmers at the 
.stations, (2) pe'r^on^l corttact with these persons, and (3) follow-up 
letters. Oth-er ff cili tators ' f elt it advantageous .to^ cle'ar the pro-^ 
ject through' the station program director and general man'ag^r and to 
obtain their full cooperation from thfe very beginning of the project. 



IMPACT 



7. * During the five'we^ks from beginning of spot a'irings to a veek^lafter the 
airings^ ceased>^did any pgrspns react to: the, .spots by con^ctins yo^ for 
r ' in formation or ^services other^han, tHrough the booW^et re^quests ? \ : 

- — =W ' ' 

Eight facilitators teported audience response other than booklet ^ 
requests. Seven of these facilitators reporxed 15 oi;_£eHer .con-^ ^ 
tacts. - One 'facilitator reportecf) 2 , 500 contac<:s/ The majority. 
all contacts originated via phone and mail. 



3. 



What other 'chabgesin audiente response to your age*ncy,,if any, di^ you 
^ notice during this* f i^tf' '^eelA period ? " » ^> ^ * " . ' 

Ha-lf of the facil^^torsl did -not notice an ap9 re ci ab^le * change; in t 
Response to their^ age^ncies-.^ ^ Where a change was appai;ent*, the fAcili- 
tacors ropqrted persons life desiring to learn more about the ear^y 
• childhooa and parehl:ing programs gf ,the agency, requesting acc?&ss to 
the spoits thedeselves, and gerteralXy'admi tting a fieed fgr thesd types' 
of educational. materialsi , A^majority of the facilitators felt t^e- 
spo ts^' primarily jmotivatfe^ t'hese .requests,. * , - 

: ' ■ ♦ ' . ^ • : . ' ' 

Was the amount of audience rfes^onse to the spota^fluring the^Mihpaiga , 
period(sO lesS* than you exp^^cted about whajt you expected ,^'Qr] mbrd than 
you expeofSd? Explairi,*why you tHink thi^s 'happened . 



Six facilitators reported the amount of respon^^ to have been greater 
."than thev expected* Three, iacilltators reported lcs2 response than > 



, -102- > 



expected* The facilitators ^felt the healthy ^re'sponse was at^tributaBle 
to'a'variety of factors: pareRtfi were really interested in the Ucplcs 
and desfreous'of assistance, the spots were easy to understand and ^ , 
portrayed real-life ^situations , and stations reacted positively tg.the 
production quality and message of the spots with favorable 'scheduling .' 
an4 amounts of exposure. The rdmaining facilitators itftrifcuted thp 
poor response in t^heir markets to: l^ck of convenience in requiring 
a written response, small amounts of eicposure at undesirable viewing 
times, and variations of audience interest in the spots when'more* 
•Than two were ,^ired (longitudinal markets). 

Has ^the campaign(s) helped your, agency ? 

Eight fatilitators contended the POSITIVE PARENT campaigns' has helped 
their agencies by: cteating greater c-ommunity interest in the early 
childhood and 'parenting programs of the agencies, affording greater 
^ agency visibility, indicating demand and Qeed for local publications 
in early ""childhood topic areas, associrffion of the Ipcal program witl;^ 
the quality of the spots, and -furnishing general positive PR for the 
agency. . * - 

Could the complete Series of spots and booklets havfe any further usefulness 
for, your agency ? 

All f acili tutors felt that the materials held the potential for future 
agen>ey use. » Suggested' applications included: general parent educa- 

* tion material and as a program resource, for use with teenage parents, 

* in serving"^ public education needs, as di^scussion starters and follow- 

. up materials on ITV, as broadcast campaigns preliminary tg the opening 
of school, and to positively influence community attitudes and^ generate 
community awareness of parenting sk;Llls. 



« 0 



-103- 



'b. broadcast leff ectiveness • . 

Nine (iiffereivt POSITIVE PARENT .TV spots were broadcast ^ [ 
'tested either in selected Field test markets or a pair'^)f >mar- 
kets designated as Longitudinal Broadcast site^. Each of the 
spots wa^ ^ired in 30- and 60^second versions for a period of 
tout weeks. Bookle'ts respective to the spots were disseminated • 
from §EDL throughout the broadcast period and for a week* follow- 
ing the close of the airing schedule.^ Table 19 presents results 
by market of thd^ Field test broadcasts; Table 2D reports results, 
of th^ Longitudinal^ Broadcasts.- Table 21 summarizes- b'roadca^st 
effectiveness by spot for' all the POSITIVE PARENT campaign tests . 

Acc£>tding to Table 19, Birmingham overwhelmingly led^ all # 
Field test markets in numbet of broadcast exposures, vo<lum6 of/ 
"aodience impressions and amount of audience response. Sacramento 
and Memphis aired t\]e spots the fewest number of times. Fresno, 
Memphis and Albuquerque station exposures resulted in the«fewest* 
audience impressions. ^ Fresno and^lbuquerque reported the least 

■ * 

amount of audience response. 

It can be seen in Tabl'-e 20 that contrasting broadcast trends 
resulted in the two longitudinal markets. With slight exceptions 
the amount of station exposures, audience impressions and mailed 
requests generally tended to increase in the ,(?rlando market, but. 
d-ecrease in the Jacksonville market." Cumulatively, the amounts 
of statfon exposure in^ the two markets \^ere' virtually equal, but 
these exposures in Orlando resulted 'in \ree times the amount of 

audience impressio\i3 achieved in Jacksonville'. Jiowever., this 

f ' ' - ' 

* 

proportion does not extend to the , totals of audience ■respons6 



I 



TV MARKET 



Sacramento 



Sah Diego - 



Merftp/is 



Birmingham 



Augusta 



\ 



TABLE 19 . 
EFF^TIVfiNESS OF POSITIVE PARENT fV SPOTS 
FIELD TEST BROADCASTS / 
RESULTS BY MARKET \ ' 



Columbus' 

Fresno 

Albuquerque/ . I 
' — f ' — - 




DATES 



' ^ TVHH • NUMBER 
\ STATION ' IMPRESSLTOS * MAILED.. INDEX i INpEX 
\|XPOSURES (1000^^ REQUESTS 



INDEX 



EAMILIA. 



04/16-05/13/77 


\ 20 ' 




117 


8.21 


12.19 




. 18 _ / 


ljl04 


- 65 


16-.98 


5.89 


04/16-05/13/77 
05/28-06/24/77 

• 


23 / 


• 1,157 , 
-701 , ' 


■;14? 

. - 60 


7.87 
11.68 


12.71 
8 . 56 . ■ ^ 


Qhl 2,0-051 21111 


/35 . 


U,1^2 


112 


10.11 


9.89 


06/11-07/08/77 


> ;- 


190 




3.52 


28.42 


V 

04/16-95/13/77 


' 2,5V 


95 


28.81 


.3.73 


05/28-96/24/77 


7 ..'jAo 


3,374 * 


• 

337 


10.01 


9.99 


0A/16-05/13//'7 


49 


985 


93 


10.59 


9.44 


05/2B-Q'6/2ii/ll 


' 63 


i,'228 


110 


• . , 1-1.16 


8.96 , 


04/16-05/13/77 


,'71 


« 990 


90' 


11.00 


9.09- 


65/28-06/24/77 


,45" 


. 675 


93 


7.26 


W.78 • 


01^/16-05/13/77 


86 


3^5 


3 


131. -157 


. 0.76 


04/16-05/13/77, 


63 


i,o;a 




1,038.00 


•' 0.10 


■ of televisiort 


household 


/ 

impressions 1 


;in 1000s) 


per mailed 


request. 

• 



ERIC 



INDEX'K'lS defined as the number- bf mailed requests receive;^ per lt)0,000 televfsion household impressions^^ 



.EFFECTIVENESS. OF. POSITIVE P 




POTS 



ORLANDO (0) AND JACKSONVILLE (J) LONGITUDINAL BROADCASTS 



1 


i ■ 


f 

CAMPAfGN 


STATIOt^ 
. EXPOSURES 


TVHH 

IMPRESSIONS 
(100s) 


1 ' 

MAILED ■ 
REQUESTS 


INDEX 

G* . ^ 


INDEX 
H** 


CAMPAIC^ 


SPOf S ^ t 


DATES 


0 


J 


0. 


J 


0 


J 


0 


J 


0 


J 


T 

^ / 




U1/Z9-U2/Z5/77 


14 


50 


45 7 


737 


16 


161 ' • 


^8. 56 


V 

4. 58 


■ 3.50 


21^ g5 


II » 


PANCAKES 


03/05-04/01/77' 


46 


51 


1,718 


448 


69 


140- 


*24.90 


.3.20 


4.02 • 


3r.25 


TTT 


nUU o £j W 1 V Ej o 


n/. /HQ 'nc /n/: /tt 
Uh/ Uy-U3 /Uo / / / 


■ "36 


'39 


1,267 


443 


33 


8V 


38.39 


,5,09 


2.60 


19.64 


A ■ 


MILK / 


O5/I4-O6/I5/77 


30 


33 


, 822 


391 


67, 


> 

■ ND ***• 


12.27 


20.53 


8.15 




1 


BREAKFAST 


06/16-07/15/77 


t63 


46 


2,241 


739 


*14 


36 \ 


160.07. 


;62 


4.87 


VI 


ClftARS 


07/23-08/19/77- 


69 


27 


2,638 . 


301 


71 


45 ' 


37. 15 


6.69 - 


2.69 


14. ■gs 








258 


246 


9, '143 

« 


3,059 


2 70 


465 


33.86 


'6.52* 


2.95 


15.33 



Index C^s defined as the number of television househjold impressions (in*1000s) per mailed request. 

\** Index H is defined as" the number of- mailed requests received per 100,000 television h<|usehold 
impressions . ' • ' 

*** All mailed requests in ressiDTtse to 'SPILLED MILK were lost in route from Jacksonville to Austin. 

' • ' •■' - * / 
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TABLE 20 (continued) • - 

EFFECTIVENESS OF POSITIVE PARENT TV SPOTS 

FIELD TE^ AND LONGITUDINAL ^BROADCASTS 
f • 

RESULTS BY SPOT 



' ^ ■ • ^ TVHH • , NUMBER 

CAMPAIGN . STATION IMPRESSIONS MAILED ' INDEX ^ INDE) 

spot; TV MARKETS PATES '_ EXPOSURES (1000s) REQUESTS G* H** 

HOUSEWIVES Jacksonville 04/09-05/06/77 , 75 1,710 ^120 14.25 7.0: 

Orlando , 04/09-05/06/77^ ' • ' 

I ' 

MILK * Jacksonville ,1^/14-06/10/77 63 1,213 67*** 12»27 % 8,11 

X)rlando ,05/14-06/10/77 , • 



* ^ndex G is defined as ^the number of television household imp^-essi^ns (in ^lOOOs) per mailec 

request ' " ' * 

** Index^H is defined as the number o"f mailed requests received per 100,000 television house- 
hold impressions . ' * K' 

*** Only Orlando reques-ts reported* No^ data from Jacksonville for this campaign • 
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» TABLE It 








/ 

* 




y ' 


•EFFECTIVENESS OF POSITIVE PARENT TV SPOTS 
'FIEp TEp 'AND L(5nGITUDINAL BROADCASTS ; 




\ 




• 


e 

• 


^RF<^^Tf^ BY SPOT 


# 




V 

• 


SPOT 




TV MARKETS 


CAMPAIGN ' ;• STATION 
DATES , " '•2, EXPOSURES 


TVHH 

IMPRESSIONS 
(1000$) 


NUMBER 
MAILED 
REQUESTS 


INDEX" 
G* 


JIGARS 

> 




SacrailfenCo ^ 
Sap Diego 
Jacksonville 
Orlando 

♦ 


04/16-05/13/7r f\ 145 
Qbll%-QblUm .t-. . 

01/Z3-08/19/11 |i • 


4,600 


293 


15.70 


«6NSTR0yS ' 


Sacramento^ 
San Diego 


05/28-0^/24/77 5^ 41 
04/16-65/13/77 


2,261 


212 


10.67 


BEDTIME 




Memphis 
Birmingham 


Oi*/ 30-05/ 21 /II •|rf*2l5 
05/28-06/24/77" | ' - 

06/11-07/08/77 1202 


.4,506 


449 ' 


10.04 ' 

• 


GUSS*^ 




Memphis 


3.931 , 


• 326 


12.06 



PANCAKES 
BREAKFAS'T 



FAMILIA • 



Birmingham 

Jacksonville^ 

Orlando 

Augosta' 
Golumbus. 
Jacksonville 
Orlando 

* Aiigusta " 
, Columbus 
^ JacksdhVille 
Orlapdo 

■Fifesno 
Albuquerque 



04/16-05/13/77 ^ ' 
01/29-02/25/77 
0l729-02/2f/77 

' ' "1 ' V 
04/16-05/13/77 .J^pl 
^05/28-06/24/77 -^-i 
03705-04/01/77 
03/05-04/01777 \4 

05/28-06/24/77 -:M4^3 
04/J^-0S/13777 
06/18-07/15/77 
06/18-07/15/77 

Q4/16-05/13/77 
04/16-05/13/77 



286 



395 




5,198 



250 



104 3.«3 



5.79 



20. 79* 



358.25 



5 



*for ,th^ tifo*^ markets, since Jacksonville unregistered a 78% larger ^ 
number of requests than Orlando. Indirpc; of s^ot effectiveness » 



in both markets i.nitially appear to fluctudtrf greatly. BREAKFAST 
was the least, eff^ctiv^ spot in both markets in terms of g^neta-' 
^ting booklet requests.. SPILLED MILR proved to be th^ most effec- 
tive spot in Orlando, with PANCAKES the most effective in 5ack- 



V\ 

\ 

quests for SPILLED MILK were lost en route to SEDL'. According 



spnville. Unf ortunatelv , all o£^the Jacksonville. mailed re- 

« 4> • ▼ • 



to Table 22, when spots axe rahkedgfin each market according to 
G and li^valu^s, the results are very similar 



i 


• / . 






/ " TABLE 22 


m 


RANK 


OF LONGITUDINAL CAMPAIGN 


XV SPOTS " 


f 


BY BROADCAST EFFECTIVENESS 
f 


RANK 


. JACKSONVILLE 


ORLANDO 


1 ^ 


PANCAKES , ^ 


MILK ^ 


• 2 ■ 


GLASS , 


PANCAKES 


3- * 


HOUSEWIVES 


GLASS 


4 


CIGARS . , 


i CIGARS 


5 


BREAKFAST 


fiOUSEWlVE^ 


6 




BREAKFAST ^ 



Field test and Lohgitrudinal Broadcast spot effectiveness 
aye reported by spot in Table ,21. These analyses afford a broader 
data sourc^from which to compare^he ability of the separate 
spots to generat-e mailed requests. The results indicate that ^ 
PANCAKE'S' was significantly more effective ^nd LA FAMILIA less 
effective acro'^ss the broadcast tests*, ^ ' » 



In summary^ it is possible to rank alL of the POSITIVE 
PARE^jf^ 5pots in ordiSc of tFfeir effectiveness in gei^pr^ting 
mail-in audience response;. Table 23 reports the broadcast 
effectiveness of spots i existing as well as current, diii'ing 
all campaign testing conducted hy SEDL, Noveraiber 15, 1974 
through October 14, 1977/ Broadcast results^ prior to the 
current funding period are included in Appendix B6, Table 24 
sets forth a rank oixier for 13 POSITIVE PARENT spots based 
upofe the cuinulative finding's. 



) 
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' TABtE 23 



EFFECTIVENESS 'OF POSITIVE PARENT TV, SPOTS 

RESULTS OF AL.L BROADCAST TESTING 
I 

(il/15/74-10/14/77) ' 





■ 


tvhh' 


NUMBER 








STATION 


.IMPRESSIONS 


T^Il^ED 




4 


SPOT TITLE^S) 


EXPOSURES 


(1000s) 


REQUESTS 


INDEX 


INDEX H 


CLAY ' , 


287 


4,572 


260 


17.58 


5.69 












HOUSEWIVES ^ 


208 • 

467 


3 , 084 . 


' 161 


• 19.16 " 


. , 5.22* 


SPILLED MILK 


■-.'10,740 
' -2,504 


,937 


11. 4» 


8.72 


NOBODY LISTENS 


234 


167 


14.99 


6.67 


^T'S MONSTROUS 




4; 071 


' 299 


13.62 




SMASHED GLASS 


664 


• 14,024 


1,173 


11.96 


8.36 


THOSE OL' CIGARS^ 


543 


12,562 


990 


2B29 


4.70 


%EDTIME • _ 


446 


. . 6,582 


' 708 


9. '30 


10.76 


BREAKFAST 


416 • 


y,270 • 


^ 328 


28.26 


3.54 


PANCAKES 


365 


3^,545 


644 


' 5.50 


18.17 


•FAMILY ^ ' ^ 


•352 


3,887 ■ 


12 


240.58 

• 


.42 


"DISCIPLINE"-'- 


242 


4,222. ' 


^0,6 


13.80 




"F R' & R"^ 


215 


'2,684 


91 


• 29.49 - 


, 3.39 



"""Includes totals for ' thf-ee 'spo.t versions: ^ROKEN COOKIES, TOILET 
PAPER, and MUCHOS COLORES. 4 ^ , 

*2 ' ' ' ^ ^ 

Includes » totals' for three spot versions: MONTAGES A, B, and C. 

^Index G is defined as the number of television household impjes3ions 
(in*1000s> per mailed request. 

^Index H is defined, as tHe number 9f mailed requests received 
100,000 television hcwisehold impressions. 

/ . ■ ■ 
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TABLE 24 
RANKEI>' EFFECTIV|3rESS'* OF 



r POSJTJVE PM^EJltr^fv^ 'SPOTS . ' 

x RANK . SPOTCS)- ' ' . . • INDEX . INDEX H 

cl. . PANCAKES ^ * r5.50>,^ ' 18.17 

2 BEDTIME . . " 9.3il . ' 10.76 

3 ' SPILLED, MILK . 11. 46 8.72' 

4 * SMASHED'GLASS * . ^ . ^. ( 11.96 * . ' 8'.36 

5 IT'S MONSTROUS • 13*62 7.34' ' 
•6 "DISCIPLINE" ' ^ 1^* 13.^80 7.2^ 

7 ^ NOBOirf LISTENS \ 14. 99^ , 6.67. 

8' ' CLAY .' 17.58 . t • 5.69 

9 HOUSEWIVES ' ' - 19.16 5.22 

10 . THOSE OL' CIGARS. 21.29 ' 4.70 ■ 

U' BREAKFAST | ' • . 28.26 .3.54 

12 ' "FR&R" * . / 29.49 ' ' 3.59 

13 . . fAMILY' , i ^ r240.58 . ^42 ^ 



In^ex G is defined as the number ,pf television household impressions • ^ 
(in lOOOs) per mailed request. ^ 4t ^ " ^ 

/^^ Index H is. defined as* the number' of 'mailed requesrts received per 10D,000 
television household impressions.' ' • 



4 



to 8 



c. atidlence response • 



Table 25* compares , the percent of Field test mailed requestsr 
-that <)ri*gin#be^d*from low and non-low income SM9A •census tracts 

witK the percentage , of -.population residing within those , tf acts. 

Of afl Field fest responses, 6|2.1% originated from the SMSA por- 
>,tions of the test market and serve a basis lot these analyses. 

Ijt can bdlseen that the pei^qent o&'^ailed reques^orig 

froTTi low income tracts' (31.6%) slightly exceede((j>f4 p€ 
'population residing within those tracts (2^9.1%), 
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— ; ^ . . > • ^ , -TABLE 25 . - / 

. . " PERCEMT' OT^TOPULATION IN 

i^D' PERCENT' OF. MAIL*:d" REQUESTS ^ORIGINATING FRC^ 
»LOW AND NON-LOW"^ INfOME CENSUS . TRACTS 

- ' * ' < • . fIELDk^TEST mb^ts* 



annual' INCOME L^VEL 
Low: 0 - 8,000 * 

Nob-low:* over 8,000**^ 



PERCENT OF POPULATION 
* ;29.1 
\ * 70.9 



PERCENT OF 
MAILED- 'REQUESTS 



.31:6 
68-4 



TOTAL 



100:0 
(4,644,^98) 



100.0- 
(855) 




*TeTevision test markets included in this analysis: 



Sacrainer;to, CA 
San Diego, ^ CA 
Memphis, TN 
Birmingham, AL 
Augusta, GA 
Columbus, GA 



r 
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tele phone interviews * 
/ r^* 



Telephone interviews were .conducted between i^ugJiSt, 30 and • 
September 1*6, 1977, with persons who responded to' the POSITIVE 
PARENT TV ^pots during their Fiel'd tests by writi^ig in^for^the^ 
booklets advertised free In the spots,. A total of -65 interview^ 
were, completed with .respondents in six test mar'b^ts^: Memphis, 
Birmingh"^, Sacramento, ^an Diego, Augusta, and Columbus. The 
primary objective of these interviews. was to obtain specific • 
demographic data on spot .respondents and to gather reaction to ^ 
the several, bo "Praise Your Children," "Pay* Attention 

to. Your Childreit," "Practice What You Teach," "Children Learn 
by Watcjriing-^d Helping," ^'Hefp Your. Children Cope With Frustra- 



tion,"- an3 "BeTTrm^gi^ent- " ^ . ' * \ , 



Table 20 presents the demographic characteristics of the 
interviewed respondents who requested booklets as *a r>sult of , 
seeitig the spots. Anglos easily comprised the latest segment 
of those respondents interviewed (69%), while Blacks made up' ^ 
approximately one-fourth of the total.' Respondents^ere primar- 
ily in their 20's (53%), although a .sizeable cantingent were 
over 40 years of age. Virtually all respondents had completed-^ 
high school (96%), and- over hal^ (5'6%) hdd attended or completed^ 



college. Some 30% of the respondents earned less than $8^000-- 
annually. Of" the remaiaing individuals, a majority reported 
' annual incomes in exces^ of $12,000. 

Interviewee reaatioti" to the six POSITIVE PARENX-booJclets 
is summarized in Table lit , Nearly al J ^respondents recalled- seeing 
the 'TV spots to which thky responded for booklets. A^aiorlty . 
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RESULTS OF KIONE INTERVIEWS 
DEWOGRAPHIC CHARACTERISTICS OF RESPONDENTS 
POSITIVE PARENT FIELD TEST? * 




,1 

! 



A. // of Children 




(A) "?rais?' ; " 

9 

(B) "Pay .AttentiW 

(C) ^"Practice" 

(D) "Watch/Help" 
m «"Cope" 

(F) "Be Consistent" . 



Total # of 
Respondents 



Total 
w/ Children 



7 


< 

* 


. V '6 


4 










. 6 * 




' \ 


4 










6 : - ^ 


^ \ 


4 . 

f 


• '4 






8' 


7 


7 • 






. ' 2- 










30 




24. 


18 



Total # , . 
w/ Children • Average # 
'Under .6 > of Children 



2.42' 
..l.OO 

"lae ' 

1.44 
1.71 
.1.83 



■1 



(G) ALL RESBONDENTS 6^ (100%) ^ 51 (^8%) .39 CetK)" 1.^^ 



B. Ethnicity 



Total W of 
Respondents 



Mexican 
American 



ERLC 




r 











1 ' 






p- 


Age, 


Cont. 








%. : £- 






Tot^l # 6f 
Respondents 


* • 

-21 21-25 . 26-30 31-35 " 36 








0 * 


1 ' 1 


. 2 


1 


n * 1 

• 




» 

(D) 

J 


• 9 


1 • 3" 


3 


1 


0 1 




(E) 


7 


0 0 


^2 


1 


2 2 




(F) 


30 


1 6 


10' 


4 


0 9 • 




(G)' 


65 (100%) 

■i. 


• 4 (6%) 14 


(22%) 20 -(31%) 


8 (12%)* •• 


3 (5%) 16 (25%) 


E-. 


Education . < 














Total /i'.of ' ' 
Respondents 


Somsi^ 
High School 


^ Completed' 
Hi^'School 


Some 
College 


Completed 
Lr0i.i.ege ^ 




(A) 


• 7 ' 


. .0 


3 


2 


2 




(B) 


. • 6'- ' 


1 


1 




1 




(C) . 




0^ 


2 


2 


z 




(D) 




1 


3 


2 


- 3 , . 


\ 


(E) 


7 


■ 0 


J 2 


3 • 


2 




(F)' 


' .30' • • 


1 


15 


8 


6 




(G), 


~T 

65 (100%) 


3 (5%) 


• ' 26 (40%)- 


• * 

20 (31%) 


16 (25%) 




Income 






W 


^ , ; 






Total V/ of ' 
Respondents 


<r-$2,000' ■ 1 


k2 .000- $5 ,000- 
l,000' ■ 8,000. 


$8,000- 
12,000 






(A) 


. ' 6 V 


0 


0 1 


1 






(B) 


" ■ ' 5' 

t 


0 


.1. ' ' 2 


2 ■ 






(C)' 


5 


0 s 


I ■ 2. 


1 






(Q) 




1 


"O . -2 


, 1 






CE) 


• '-7 


0 . 


0 4- . 


" 1 


2 






: . 28 ■ 


1 


1 3 


10 


* 

13 ; 



(G) 60J:^%);' -2 (3%) 3 (5%) 14 (22%0 16 (25%) 25 (38%), 



, -STABLE 27 

RESULTS, OF PHONE* INTeIiVIEWS' 
REACTI(»J TO FIELD TEST/BOOKLETS 



1. Received Booklet?. (N^67) ' ' . 

61 (a) Yes . • 

' • 6 ' (b) No 

2.. PSA seen? (N=67) ^ 

62 (a) Yes 
5 (b) No 

# 

^How many' times: ^ , , * 

2 (a) Ix 

13 (b) 2-4x 

. * 28 (c) -A-yx 

^ . *. 2; Cd) 10-14X, 

3/, Why vrore in for booklet? (N;?66) 



31 /direct men'tion' of -children 

8 (b) job* or educational background 

7 (c^ general interest, curiosity 

> (d) professional provider, etc. 

. 10 (e) to give tcy someone 

' 5 (f) TV ad ' I 

0 (g) other * • 




^was e:tpected? (N-65) 



, 27 ^(a). '•What I got** ' 
19 . (b) J'l. don't know" 
10. (c) myre * 

/ 0 (d) less 
9 (e)^\other 



i5. Read booklet? (N=6l) 

• - , . 5f* (a)' 



Yes 



4 (*) No 

booklet what expected? (N=59) 

• ' , (a) Yes . 

^ .16 (b) No ^ • 
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TABLE. 27 (continued) , 



;* 

7« New information? (Nf50) 



I7 ka,) 'Yes \Call- 3, most- l', some- 11) 
'38 Kb) * . ' 

2 /(c) iDther' ^* 



ERIC, 



8. Useful infoyyaatic^ (N=56)^ 

' 2^/ -(a) -all 
' ' 14 '(b) taos^ 

^ * 8 (cry* some 
• ^ (d) • none 'i 

. 9> • Used suglestiorts? (N^59)' 

■ . -37 . (a) .%:es ' 



t 



. 23 Kb)-- Sq^-. , ^v;^ •. \^ * 



10, Ltked booklet? (N=59X ' 



40 ^ (a) ' Y^s 
^ 12 . (b) No.\ . V' 

li. Disliked booklet? (N=37) 



V y-v r<i n A ^ » I 



. (a) • Yes. , • • 

54; (b) - No, :A f ; . '* "v..'. • \ 



12.yi3. .Vh^ t did- with .booklet:,? .(N=j9). ., ' ' 

, ' ■ _ J'"* 3 (<;)*' threw away " • • 



• 4^(d) loaded' ^ ' •m ' 

\ 0 <e) lost; . . ' r : 

\ 0, ^Cf) "Don't, know" ^ ^ 

, '0 (g) other ^ \ ' 



• J 



. • > 

r' . 



-119- • 



7 



1 ' 

I. 



« 4 



"tijf indiviiual^ claimed to havfe' been *the spots^ approximately four • 
to seven tiuiea^, ^ When asked for th6 main reason why they /Wrote 
In aft^er seeing the spots,, .respondents most frequently mentioned. ^ 
having either small children of their pwn. or having grandchildren* 
•Most fespbndents were satisfied with the^booklet they had received, 
i.e., they reofeive^ what tney expected to receive. Furthermore, 



dlthouyi>Ct?6-thirdsvof the interviewees did not feel th^t the 
booklets "Contained basically new information, nearly all^said 
thd^^ information was useful. Tinally, a ma^rity of the' re^pon- • / 
dents liked the booklets and had begun to use the .'parenting sug- 



gestions mentfbned in them. 



f 



/ 



lie 



4 



I 



5 . Conclusions \ . . * 

Agency sponsorship and utilization of the POSITIVE ^ENT TV 
*spots and' bat)klets in the ^campaign-test strategies proposed by SEDL 
w^e^hig^ly successful. -The broadcast of .the TV spoC^ as .PSA's apd ' 
thA dissemination of the booklets to^ responding^ viewers complemented 
the ongoi Q&^ p rograms and services of * the part^^pating agencies. 




Furthermore, dil ^POSITIVE PARENT campaigns afforded a variety, ^o'f 

positivfe'benef its to the sponsoring agencies. , Finally, all of the 

^iacilitator-^ agreed that the POSITIVE PARENT |Voducts definitely 

possessed, the potential for even further usefulness- in^ their agencies. 

Unlike the Pilot test broadcasts of new TV spots, the Field 

, test broadcasts of existing '/v spots were effective' in reaching -a , 

' iow-income audience,. This . contention is supported in two ways: (1) 

' the proportion of written requests originating from low- in come- census 

tracts in the Field test markets was sli^^htly greater, than the pro- • 

portion of -SMSA population residing' within tjbose ^tracts , and (2) an • 

*■ equivalent pr'oportion of- Field test respondents interviewed by ^pbone 

' reported an annual family income wfthtn the low income^index^ The 

predominant ethnicity of .those respondents I'ntervjLewed by phone was 

Anglo.; This finding, is 'suggestive that the CV spot3 were not effec- . 

,tive in motivating mail- in re^pons^.rom minority audience members. , 
'I- W > , • • 

* However, the telephone interviews do^ub«4flntia|^e tbe posi tiye. reac- 

tion of virtually all respondents tij *^he "eon tent of the. POSITIVE 
» PARENT booklets. 
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MARKETING AND DIFFUSION • ' 

l\ Evaluation Design - ^ 

SEDL chose to initiate its publishing effort and 'distribution 
planning for the POSITIVE PARE;NT TV -spots an^ booklets witl? a mar- 
keting survey of local agencies, institutions, and organizations to 
determirie market demand for the POSITIVE PARENT products. The sur- 



vey was conducted in order to gather data on the following research • 
questibris: , ' , ■ . - ' " 

1. ' What is the market demand for each booklet per agency sur- 

veyed, both realistically and ideally? 

•> 

2. \That is the totai demand for eac^ booklet across agencies 

both realistically and ideally? / 

/ 

3^. Does the total demand fot *b6okl^ts appear to differ across • 
bookl'fe'ts? > 

4. Across all booklets, what is. tiler total req-uest that an agendy 
might make? . j 

5. Howare the realistic respons^ estimates distributed? 

6. ,How do ideal and^ realistic es/timates of interest differ? 

7. Are there any kinds of agencies that have discernibly larger 
indications of interest? 

8. What percentage of /respondents favor: booklets under one 
cover, groups of booklets under one cover, or booklets 
individually bound?* 

Based upon these findings, a product inventory was to be established 

^d. further plans developed for marketing the POSITIVE PARENT products 

2. Instrumentation ' ^ 

A copy of the instrument used for the TOSITiVE PARENT DISTRIBU- 
TION ASSESSMENT is included in the pages that' 'follow. . 

o 
% 

3. Data Collectioa and Analysis 

The marketing survey questionnaire^ was mailed to 72 agencies * . 



A POSITIVE PARENT DISTRIBUTION ASSESSMENT INSTRU>tENT . ' p,l of 2 



Please answer the following' questions as best you can. Feel free to use the back 
of the page. No purchase commitment is intended by your answers. 

1. Reviewer backg^und: Name ' 



Position ^. 

. ■• ^ 

Agency 



Mailing' Address ^ ^ 

Phone Number \ 



Briefly d^scrib^fthe parenting coinmunity (e.g., income level, cultural-racial 
group, language pxeferences) your agency serves' and how/where your^agency ♦ 
serves that commimity. 




Generally, does 'it apj^e^-^at the POSITIVE PARENT booklets could help meet 
the needs of yqur^gency and the parenting needs* of your targ^ cocmuaity? 

Clieck one: Definitely, yes Maybe . . Definitely, no 



if "yefe'* or "mayb^" , please explain how the booklets , could be helpful affd ^jje 
way they would probably be used by youir ag^cy. 



If "no", please explain why the booklets would not be helpful, 

A. Based on your close review of the materials, please feel free to critique 
specific booklets or all of the booklets in general^ We are, interested in 
such things as what you like and dislike about them , whether they are 
appropriate for your |:al:get audience , and what changes would make them more 
useful to you and to your tar gd^t coinmunity . 




iiame 



# 



p. 2 of 2 



5f Ar^ ther*additional parettting topics which you would like to see- pz;esente<i 
^; i in- this manner? If so, what are the * topics? - . ' 



£3 



6. ^z) How many of each booklet (fo you think your agency could ideally use? 
Place these numbers in column marked "Ideal". 

b> Assuming that the cost of each booklet was 'less lhan 30 cents, what 
' ' quantity of each booklet do you think your agency. would realistically 
consider* purchasing at this time? Please mark these numbers in the 
column marked ^'Real". 



Ideal Real 



Idaal Real 



Read to'Your Child , 
Talking with Children 



Expect the Best from 
Your Children 

Practice What you TeaCh 



Help Your^Children Cgpe 
with Frustration 



Praise Your Children 

» < 
Pay Attention to 
Your Children 

Children Learn by Watching 
and Helping 

\ , 

Be Consistent . ^ 

Los ninos apreaden mirando 
y ayu3andp 



7. We are considering the following^ options: publishing all «ten booklets under 
one cover; publishing /groups of booklets with each group, under one cover; 
publishing bound individud^^ booklets. . . 

If your agency were pftrchasirtg POSITIVE PARENTv booklets, which format would 
you prefer? ^ , ^ . * 

Check one: all t^n booklets urider one cover \ 



8. 



a group of booklets under one coVer ^ - ^ 

bound individual booklets \ ^ 

l>Jhat oth^r agencies do you think would be interested in examining and/or- 
purchasing these bobklets? 
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an& institutions in the local^ Austin area ,durifig' November 1976. ' . 
Phone calls were placed befoVe initiating the mailing so as" to facil- 
itate a^enc)^ cooperation. Returned instrum'ents were analyzed with^ j 
regard to projected consumer demand for the POSITIVE PA'RENT procfUcts. 
Responses per q^est;Lon were collapsed a'cross all instruments and 
summarized as to culnul^ltive findings. 

• , / 

4. . Results 

Of the 72 agencies and institutions surveyed in the local Austin 
Area, a total of 56 (78%)v completed and returned the Distribution^ 
\pemahd instrument. The raw response data from these instruments are 
presented in matrix form in Appendices C5 and 6. Aiiswers to some^of 
'the original research questions are evident from inspecting these 
matrices. In other^ case's , additional calculations were'-made. Results 
/are summarized in Table 28. Overall, there was a consistent response 

. ^ • ■ v ' . • • • 

across booklets an^i it is^clear that the agency ijj^sponses to all book- 
lets were strong and almost identical. The number of realistic book- 
let requests within interval's are reported in Table '29. Amon^ all* ^ 

/ . ' ^ 

respondents, it was state agencies > particularly those focusing 
• directly on parenting, which expressed the greatest consumer int6r" 
est in the POSITIVE PARENT products. 
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• ' ' . 'table 28 ' " -. 

PesmVE PARENT DISTRIBUTION DEMAND DATA • * 
■ ' SUMMARY^OF RESULTS* *• % 

What Is the market demand pe r sgency^for each booklet? ^ * - 

~ ; \ — : — y . 

Ideal projections for eac^ booklet --ranged from 0 \o 1^2,000 
, while^ realistic projections ran^d from 0 to 1,000. 

What is the total deaaa^^y^each booklet across all agencies, both 
realist ically and ideallt ?^ ^ ^ - 

The average^ realistic d«feiand for a booklet was 1,655 while the' 
ideal avarage demand was 166,186. , . ' * 

Does the total demand ardpear to- differ across booklets ? ' 

.^Since total volume .requests are clearly quite similar, it is 
difficult to say that the demand differs across booklets. 

Across all i)Ooklets, what are the total requests that an agency • 
might make ? * ^ , 

According to the 3ata presented in th^ matrices, ideal estimates 
ranged from a total of 0 to^l, 420,000. Realistic estimates \ 
ranged from 0 to 10,000.. The most. common tmodes) ideal estimates 
were 500 and 1000, while the most common re;al estimate was' total\ 
of 100 -booklets. The middle (median) ideal estimate was als6 , ^ 
< 500, while the middle (median) real estimate was 100. \ 



What is the distribution of realistic estimate respons^es for individual 
booklets? ^ 1 ' ' • 

— ^ ' . . • 

* The r-ealistic "volume respo'fts;^s; l^jetfch. booklet were plated within 
^ . one of the following classes: - ,0-5^* 10-19; "20-49; 50-99,; 100 or 
mere,' These patterns are fairly 'identical across booklets. The 
*l^j^er number, of responses are in ?tTie 0r9 and 10-19 intervals. But 
in the case of each booklet, the' distribution of , requests is spread 
^ aoro.^s 'iSil of the intervals. \l * ' 



How do ideal and real estimates pf booklet needs differ? 

The, overalyl Relationship of^ideal to re^l e>stimates was- 100 to 1. 
There was no single' relationship^ It ranged froffi 1:1 to very iWge 



diffyreoces' (3550^1). -•^Jb^a.^atost common relationshij^ were 1:1 and 
2:1'^ with the middle (median) relationship between z'rl and 3:1. 
It is'not clear how people made projected estimates and how these 
methods, may have differed across-^agencif s . 



Are there any types of* agenc^ies that had' discernibly larger interest ? 

Definirfg a large *realistj.c interest as an, estimate of. 500 or 
^ more^ it can be said th^t particular branches of the State Depart 
ment of Publix Welfare '(Human Resources)*,' the Texas Department of 
MHM&,^the Austin Parent-Child As&ociationy and the Migrant Educa- 
tion Division qf the Texas Education Agency had.lasge interests, 

Wha£ percentage of respondents favored booKietrs published inside one 
cw^^t groups of booklets under one cover, or individually bound 
booklets ? 

* , r , 

Clearly, respondents tended to favor- individually bound booklets 
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TABLE 29 ^ 
NUMBER OF REALISTIC REQUESTS WITHIN INTERVALS 



Interval 



Booklet ^ 



ijg^^po. Your Child 



Tanking Wit^tlhildjen 
Expect the Best from Your Children 
Practice What You Teach 
Help Your Children Cope* With Fpustraiiion 
Praise Your Childr^ 
Pay Attention to Your Ctiiidren . ^ ^ 
Children Learn by Watching^^and ^jaljj.ing * 
Be Consistent ' ^ * • * 

-^os-nin^?^^.. aprenden mirarSo^y ayudando 



0-9 • 


10-19 


20-49 


50-99 1 


100 or 








t 




7 


6 . 


4 


4 


* 4 


6 


8 


4 - 


3 


' 4 


6 


6 


^ 4 


3; 




6 


6 


'5 


3 




6 


> 

6 


5 


3 


2 


" 6 


6 ^ - 


5 


3 ' 


4 




6 


4 

• * 


3 


. 5 


- 7 


5 


^5 


2 


4 


• '6 


6 


4 ■ 




4 


« 










7 ■ 


'*6 ■ 


4 ■ 


* 2 


' 3 
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5. Conclusions 



On the basis of the results collected for the POSITIVE PARENT 
Distribution Demaad Assessment, it is p^pssibleyfo conclude that 
del^nd for the booklets by potential cons^umer groups is uniformly 

"high across .all booklets. Moreover, while surveyed agencies dif- 
ffered in their volume needs, in general,* the depand appeared across 

^all agencies. Finally, the results of the assessment are suggestive 
that large state agencies are a. good place to begin in soliciting 
purchases of the POSITIVE PARENT products. 
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VI. other Significant .Efforts 



- * A. POSITIVE PARENT PRODUCT MARKETING 

The marketing and sales'of the exig.ting' POSITIVE PARENT televisipn ^ 
spots and booklets commenced *on June- 1, 1977. As previously disj:u5sed 
in Chapter III, a variety of promotional strategies were also Initiated 
at that time in order to generate product sales. The sales obje^itive 
for the pr^ptional effort was a volume of, 120,000 Jpooklet units or 
60% of the iffltial product inventory by the end of the funding period. ^ 
No sales objective was ident^ied for the TV spots since no ini'tial 
'"inventory was established f^ therffe products.^ , ^ 

Table 30 sets fo;-th 'a month-by-month depletion pf the initial 
POSITIVE PARENT. booklet inventory* Figure 1 illustrates the cumu-, \ 
lative sales volume for the booklets during the sales perigd. It can 

^ , 

l)e seen from the figure that the POSITIVE PARENT ^romotidfial strategies' 
w&re successful in attaining the'^ales objective since a total of 
12 3, ISs^ booklet units, or 61.8% o-f the initial inventory„^^had been sold 
by October 31, 1977. . In adAtion to booklet sales, sever.al sets of the 
POSITIVE PARENT television spots, in both- 2" broadcast and 3/4" video- 
cassette formats, were also sold during the sales period. A list of 
all POSITIVE PARENT r run irrir - contained in Appendix D. 



B. ASSESSMENT OF PRODUC^rAJTILIZATION • ^ ^ 

In. order to gather data regarding uti^zation of the POSITIVE ^ 
PARENT products, an' assessmelifty instrument was developed by WUIII staff 
and applied by phone in Octobet, 1977 to a sample pf consumers. A copy 
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TABLE 30 

POSITIVE PARENT BOOKLET INVENTORY 



"Be Consistent" • 

"Los Ninos Aprenden 
kirando y Ayudando" 



.^0,000 . 
20,000 



19,765 



1\693 



16,701 
17,170 



10,900 
17,lt)7 



9,837 



16,667 



. Title 


6/1/77 , 


* 


7/31/77 ' 


8/31/77 


■ 9/31/77' 


10/31/7- 


•*Prai*dce What You Teach" 


20,Q00 


19,745 


' 13,201 


' 8, 04^3 

• 


7,036 


. 6,0i9 
















. 19^25 










Yoyr Children" , * 


20,000 


17,861- 


1^,728 


11,744 


^ 10,782 




on nnn* 




1 1 87'4 

0 




J 9 U J J 


4,541 


t 

"Read to Your Child" 


20,000 


19,'545 


11,939. 


6-^062 - 


^ 4,*989 


, _ 3,629 


"Help Your Children Gope 


20,0.00^ 


19,740 


13,144 


• 7,986 


^ 6,923 


5,874 


With Frustration" 














"Pay, Attention to Your 




\ 










,^hildren'; 


20,000 


19,540 


11,994 ' 


' 6,193 


5,196 


4,215 

1 


"Children Learn' by' 














Watching and Helping" ^ 


20,000 


19,740 • 

# 


- 12,214 


7,056 


,'6,084 


5,212 


'Praise Your Children" 


. 20,0.00 


19', 740 


, 1^,1-85 


13,052- 


12,045 


11,038 



8,916 
i 16,016' 



127 



r 



ERJC 



o 

> 



200,000- 
(|00^) 



175,000 



150,000 



125,000, 
120,000 
(60%) 



iop,ooo 

(50%) 



75,000 



50,000 _ 



25,000 _ 



FIGURE 1 

POSITIVE PARESlfeoOKLET sllES 
• C6/l-.l(|/3lA77) 



.V 



123,658 
(61.8!?) 



Sales' 



> ■ 



113 ,,846 
r (56. 9K) 

/ 104,177" 
' ..(52.1%) 



■ / 

^ 55,714 
/• (27.9%) 



t / 3,527 
(1.8%) 



Objective 



6/1 



6/30' 



7/31 8/31 9/31 10/31 



SALES 



PERIOD 
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ILIZATIOH QUESTIONNA.IRE 



POSITIVE PARENT 1^ > 
I ♦ The Early Chi^hood Prog«^ 

Southwest Educational Development Laboratory 



OUR RECORDS' SHOW THAt YOU ORDERED 



POSITIVE^ PARENT MATERIALS: Agency 

• . • Order 



Date , 



!• Please identify the major pr ogram/proj ect activities/^|JJ^s of your 
agency related to parenting. ^ * ^ ^ 



2. VJhat clientele are served by these activities? 



3. Did you receive the POSITIJ/E PARENT materials as ordered?- 

4. For what purposes did you order the POSITIVE PARENT materials? 

5. Have you beguC'ta use the POSITIVE PARENT materials fof these purposes?/ 
"6. How* are y5u using the mater ials? (How will you use the Btaterials?) 



7. With whom are you using/will you qse^^e materials? 



8. Do you feel thfi^-ttfater ials have ieen successful in the* \frays you have' 
used th^m? . ^ 

4 ; ' ' ' : ' 



9. po you have any feedback to indicate the success-of the matie^als? 

10. Dq you feel your agency has benefitted frora«using the' POSITIVE PARENt 
materials? % • * 

- ■ • . ' 

11. .In what ways has your agency 'benefitted from usit>g these materials? 

1». What future uses do you see for the POSITIVE PARENT materials in your 
agency? 

» * » . 

13. Are there any additional comments you wish to make regarding the 
POSITIVE PARENT materials? 

-36- i:j9 ■ • . • 



ANSWER SHEET 



Dace 

\ . Respondent 

Tide 

POSITIVE PARENT UTI^ZATION 

• 4 

Materials : Agency 
/ Order 
^"'^^ Date 



1. Agency Patenting Activities/Services: 



2. Agency Parenting Clientele: 



3. Materials Received? Yes '' No 



4. Original Purposes for Order: 



5. Materials in Use for itiese Purposes? Yes No 



6, How/Ways Materials Being (Will Be) Used: 



• — =\ 

7* With whom Materials Used'' 



8. Materials Success: 



■7^ 



9. Feedback: 



10. * Agency Benefit-: 



11. Ways/Types of Benefit: 



12. Future Uses; 



13. Additional Coruncnts: 
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of the instrument is presented in the pages that follow. 

Of the 79- POSITIVE PARENT consumers listed in Appendix D, 
assessmertts were aonducted with 27 (34%). This ^ group accounted' for . 
the purchase* of* 65,590 booklet units or 53% of t;he total booklet ^ales 
registered during. the sales period. , ^ 

Results from the consumer survey are pre^sejited in Table 31. •* " 
A majority of the agencies service preschool^ children and their families, 
at all income leveLs. In addition, maaj public school and post-secon- 
. d^ry programs are also representlB. The product^ were originally order- 
ed to serve primarily for either of two ^purposes : (1) for staff c^evelop- 
ment and' as resource materials for professionals and providers, and 
(2) for workshops , counseling, and otirer iresource uses with parents . 
Over ^60% of the responding agencies reported that the products w^re 
currently in use. Ovfcr half of the survey respondents felt that the 



products have thus faf^ been successful. All of ' the agencies indicating 

feedback as to the success of the products utilization, reported highly 

positive ^^ponses from prac^ct users. Several respondents also reported 

benefit to their agency from using the POSITIVE? PARENT products. More- 
ft 

♦ if 
over, the respondents projected the further usefulness of the products 

in a variety of parent education and training uses. Finally, the sam- 

pled consumers were hi|jhiy complimentary of the products for their • 

design, content, and effect following app^licatipn. 

In concision, the POSITIVE PARENT products have been purchased 
by a variety of groups and used successfully for a number of -purposes ' 
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TABLE 31 - " . 

' {POSITIVE PATIENT UTILIZATION QUESTIONNAIRE 
. • . SUMMARY OF RESULTS ' , • - * 

'* • Types of Agencies;^ (N=27) - * , 

2 (a) State, County Health Departments' 

9 (b) Day Care Associations, Child Development and Preschool 

Centers, Preschool Title XX pro^raras^ Child Guidance/ Treat- 
' ment Centers 

7 (t) College/university departments of Home and Famil^^ Life, 

Child^ Development , Ear^y Childhood Education, Home Economics, 
and special programs 

2 (d) -Stat^, regional office of Social Service agencies. 

' 6 (e) SEA, CEA, ISD, infdividual school programs, education service 
centers 

1 (f) PTA/related pj>ograms 

Agency Parenting Activities/Services (N-16) ^ 

. 1 (a) infant health duties - , 

4 (b) da^ care centers, nursery schools 

3 (c) Title XX and Head Start program services 

6 .(d) workshops, meetings » and other programs for parents 

1 (e) resource 'and reference for Social Service agency staffs 

2 (f ) training teachers/class instruction for college students 

in working with parents < 
r (g) curriculum materials* 

1 _(h) therapy for .chil^iren and fapnilie^ 

Agency Parenting Client^ele (N=20) . ^ * j 

3 '(a) parents of retarded or ' handicapped children/children^ with 
learning disabilities ' . * 

2 (b) Title XX parents ^nd pro^ders 

•8 (c) parents and providers, of children in kindergarten, elementary 
school, public and private day ^are centers 

5 (d) -lowrincotne minority i5arents/patents- of children eligible for 

'Head Start 
.3 (e) middle-income parents ^ 
/I (f) teenage parents * 

3 '(g) college students * ' * • -k- 
1 (h) working parents 

1 (i) ^duoationaliy deficient adults 
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.TABLE 31 (continued) 



3. Materials .Received (N=25) 

23 (a) Yes . '. - ' • . . 

0 (b) No , 

2 (c) Do not kpow/not sure_ . , • 

. ' • ;- 

4* Original Purpofis for Order (N=17) . 

1 (5) to review for further purchase » ^ * . 

6 (h) staff development; -resource material for professionals and 
providers, , ' • * , , 

11 (c) parent workshops, parent counseling, and as resource mate- 
rials for parents " ^ ^ 

1 (d) research design 

2 (e) TV spot broadcast campaigns an4 dissemination of booklets 
to viewers* 

2 (f) curriculum materials 



Materials^\p^Jse for These Purposes? (N=20) 



13 (aKYes • . 

7 (b) No: ' ' ' 

1^ . have been unable # 
5 . not as yet; \ ^ 

1 . do not know if materials have been received 



6. How/Ways Materials Being (Will Be) Used? (N=20) 

4 Ca) 'di^iribution- to professionals/providers and through day' 
' care centers 

\ 18 (b) for use a$ curricutum and instructional materials (in 

I *. programs, workshops, courses, classes) 

' . 6 (c) in house visits, counseling > 

2 <d) to respond to viewers of the TV. spots ^ / 

2\(e) as par/t of a lending librarv -for parents 

2^ (f)^for display arid distribution in public offices of agencils 
and clinics ^ 



1. With Whom Materials Used? (N=^17) . - • ♦ ' 

■ ♦ 

10 (a) parents (of: preschoolers, elementary students, children 
with guidance needs, developmentally-delayed children; 
teenage mothers) 
1 (b) -church educational leaders 

3 (c) 'Students and college/university groups , 
3 (d) public school teachers and counselors 

3 '(d) Day Care/Child Development Center, administrators and staff 
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TABLE 31 (continued) 



8.' Materials Success (Nf20) 



12 (a) Ye^; 
8 (b) Too early to tell 



9. Feedl>ack (N^6) 



1 (a) social worl^elrs "love" them 

4 (b) /jiarents greatly 6n1oy theip ; - ^ * , 

. parerwis- who hgve reputati&rt. for not. wanting partici- 
pate have responded to workshops built around these 

booklets • , 

* . materials- have •ephanced the confidence of the parents in 

their parenting^ skills ' j 

. many famili-es* like the ideas and appearance of the booklets 
. ^.parents like everything about booklets ^ ^ 

L (c) materials tmve bfeen so popular the ^gency has run out of rhe 
^ . original order (45,000 copies) 

n . * ' * ' 

10. " Agency Benefit (N==12) / , \ 

^ ♦ 

5 (a) too early to tell ^ 

1 (b) Yes: * ' ^ ♦ ' : . 

. agency's clientele feel tt^ai: it helps them be better ^ 

parents " . ' ^ , 

the materials are a tremendous cpjnplement to the agency s 
^rpgrams and serv*ices 

*• " 

11. Way^fypes of Benefit (N=5) . . w . • ^ ^ v 

' 1 (a) too early to tell / ' ^ ^ " 

1 (b) materials have- expanded students understanding 

1 (c) has provided agency with additional resourte ipaterial 

1 (d) allow good information to be passed on to parents in a 

simple way , , ^ 

1 (e) allows for continued contact of parents and broadens knowledge 

< * of parenting skills 

12. Future Uses (N=ll) ^ . . ^ ' 

7 (a) parent training curriculum, modules ,^ courses , sessions, 
workshops 

j 1 (b) instructional material for students - . , 

' 2 (c) dissemination to, viewing audience of TV spots 

1 (d) mass distribution , - 

1 (e) staff in-service trairting and review materials 

2 (f ) case work and counseling * • ' 
l' \%y parent lending library . ^ • 
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13. Addl_ttonal Cdniments '(N=10) . . . 

2 (a) "would like.!." oomments i 

. booklets to be even cheaper 
* . more titles • in ^Spanish 

15 (b) "Especia.riy like. >>" comments: 



•j 



5 . 

2 

1 . 

2 

1 '. 
3 . 



concise, simple, good, up-to-date, to-the-point content 
readirtg level appropriate to parents . 
ethnic balance of material . 

fathers represented in photographs and in xontent 
examples ' ' j -t* 

presentation that doesn't "talk up or down" 
pleasant' colots and photographs . ^ 

* ^ the materiala as reminders . * * W 

6 (c) Other, comments : * ' * t . ^ 

"When will other booklets be available?" ; t 

"the materials are just what we have been wanting but 
haven't^ had time or money to develop ourselves" 
"Our program with these^ Kas been so successful, we have 
had requests for advice' a?id assistan'te froci .all_ o^rer the 
country. " ^ 
. "recommended that you contact tt^o additional markets--^ 

* (^) Health Department clinics that^ havfe' passes, fQ«:^ . 
* parents,* and ('2) |)rograras for teenage parents" ^ 

"hope materials *are available for a long time" 
.* "we've spread them all over/ the state" ' • ■ ^ 



^ 



> 
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with ^yeral types of program arvd' project constjttuencies . The 
products have achieved the goals fot utilization as set Uy <:h'feir 

^'user groups. In ^dditiQ^n; tiie use of the POSITIVE. PARENT products 

V / : ^ * 

has definitely benefitted, the consumer Agencies, finally, POSITIVE 

5 PAiiENT' consumers, feel that the products hold the promise of even - 

' if ' 

additioil*! usef^iJjiesS -with future applications. 



^1 



137 



> \ 



-143- . 



VII. Implicat/ions and Recommendatioi-is 

A- implicat:ions 

The ECP's efforts' in developing, r^earchlng, and s^^keting 



^ thji^POSITIVE PARENT products during the current and phrevious^l^ding 
periods have several implications. These implications can best be 
* Miscu^sed by grouping them 'according to several areas: .design, con- 
% ' .tent, and audience ^|feal o'f the product?; conrihuni^cation and research 
models, for the products; |||.d '.product marke^in^ anV utilization. 
^ ' . 1. Product Design,^Conterit, arid; Audience Appeal 

~ ^ The results of researching the'* OSITIV^^^INT ijj^eVigion , 



'^^ " *spot anrioun'^cements and supportive boolAets suJ^sX that the^^r 

^fectiveness' of these product fortaats in increasing parenting 
^ awareness. i9<Hot -limited to low income pareijts of pres£k^olr 
f , children. Rather^ the products are ef fective 'wii^i a much br.oacjy 

\ er p'opulatipn. While the content and appeal of tke. spots and , 
booklets aife appropriate for the low income, tar Jit •giy up, the 
prod^icts are , also ^appropriate 'for a broader pogulatiin^^icidl^, - 
J income parents .as well as professionals yorking within th'fe field. 




The dat^ suggests 'that the primary reosdn^ these products a^e ^alsd - , 
effective with other populations is that middle income aiid lo'w ^ ' , 
ncome !pa^e^^sha'r,e,T^an^ :of the concarfe addtQg«^(J in the POSITIVE 
PARENT materials. Furthermore, the design, content., ai^d appeal 
' of iffie proi^cts also .exterfds to professionals ond/or ptovid^rs ' 
/'^ - ^frho w6rk within 'eai;lv childhood education ; child devel Dpiment , 

j)a;fenting, a»li.^related areas. • ' * ' 1 

The major implication regardin| the design of 'television 
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PSA*s *on parenting is that "siice-of-life\' .portrayals, Tather; 
than abstratt or aesthetic rend^riags , are more effective with, 
the television-viewing parenting audiencp. .To lesser extent, - 
the data suggests that such elements of production design as. 
on-camera dialogue, open-ended models and negative-positive 
clbsure models, and realistic environments also contribute to 
-the ef fectiyeness of . televiSiofi spoXs on parenting. Fina^y,* 
as regards the perfopnance of multiple, 'ethnic-specific spot 
^^i;3iQns, the'rese^rchj'f indings ^nd to imply that the spot 
topic and features of production design contribute more signifi- 
cantly to eff^tivenegs tnah do character ethnicity. 

- Based upon^ceaction and response to the- POSITIVE PAREI||^ 
booklets, there are several design features that are responsible 
for the effectiveness of these print, materials; These features, 
tend to Include: topic-specific booklets; sliort paragraphs con- 
taining clear and cQpcise content points; a reading cfifficulty of 
inb more than ,eiglfth grade tLevel; the Inclusion of realistic, 
multi^ethnic^.photographi^ to acpomp-any the content points; and 
ment^oji of additional soi^jftes of more information on the topic. 
There is impli^tion that such booklet design features are ef- 

. fective across the broad parenting population. However, the data 

« 

further implies that the several design features are supportive 
of, byt secondary to,» th^ importance of topic in contributing! to 
the ef fectiver\ess of thq booklets. Jn other words^ the most im- 
pertant 'feature is the subject matter of the booklets. 
2. Communication and Research Models with the Products 

The communication and research models employec^by the ECP 

• -is- I3y , •< 

J- 



for the POSITIVE PARENT products have been designed to Treasure 
primarily ^ 'single, discrete use and^role for these.. products. 
Vhile commercial broadcast tei^levision * is an appropriate com- > 
munication medium for reaching the mass parenting population, ' ^ 
the nalture of PSA programing and the requirement of write-in 
audience response poses Impediments to product effectiveness 
and to measuring *such effectiveness • iThe ^implication is tha£- 
the use^of tl?e television spots as PS^'s to advertise* the avail- 
'"'ability of the booklets is not the most efficient or elective 
dissemination strategy l^r the booklets. Instead,^the primary 
cl)mmuni cation and disseMiiation^in^ch.anism for these materials 
should focus primarily on the booklets, vith^supptrt and re>n- 
for cement from broadcast of tire spots as PSA s, , 
3. Marketing ^and Utilization of thej^1;<?'ducts 

It is evidj^t f^^om the data th^V^h'e^a^eting effort, for 
,the POSITIVE PARENT products has been higklf sia^cessful. The 
implications' Include: . (1) SErJp'lias corrBcUly ideijJi^^T^y the 

* m ^ 4 , 

consumer market for tl^ese pro^QtsV (2) the .pronrotioiial strategies 
designed for this effort have liften effective in -generating product 
sales, and (3) the. ma^ktft \*|^^'t^ POSITIVE ^PARENT products is even 
broader than originally, enyi^'i oiled. ^ 

It is-also apparent** that th^ products have beeri utilised 
successfully by a var^ty of consuHiai>*groups . The implication 
is that the products qan be effective in filling the needs of both 
the service popi^lations and the ^rofessioR^l and/ or^p^rovider ' 
staffs of tlie consumer groups. h ^ 



B. RECOMMENDATIONS 



It is recoigoended that the utilization of th^ booklets be' tihe 
pUJJnary focus of the POSITIVE PARENT product implementation strategy* 
and that the ,television*spots be the secondary focus. This imple- 

mentation strategy most closely parallels the strategies *used success- 

« • • 

fully by consumers of the POSITIVE PARENT products. For small group 

uses such as seminars, classes, or , workshops , and for counseling and 
resource use with individuals, consideration should be given tii) ^using 
the booklets to^ supplement existing parenting materials 'and programs 
or to fQrm the nucleus for new program cutt?,iculum. The-ni^s^ distri- 
bution of the booklets to certain populations,' such as low income 
paresis, might best be accomplished by tappi^ig into e'xisting dissemi- . 
najtiqn <lh anne Is ^ which serve these groups, the booklets could be sent 
home with ' children f rom^preschool centers and elementary schools or be 
distribute'd thr^gh public agency offices, churches, and community cen- 
ters, yhe^^ts could support both types of booklet ^utilizatiorf* For 
seminars' and workshops, fhe sppts could be u^ed without closing tags 
as ^i^cussioA srartei^and general "companion media to the booklets and/ 
,pr other materials. The PSA bto^dca&t- ^f t4ie spots prior to, during, ' 
and afteF the mass^'^^iseminatic^ of the booklets could serVe to en- . • 
courage use of the booklet and to generally confer status upon them* 

• The effort bf^matketing tlie POSITIVE PARENT products should 'be . 
continued without a doubt and, if possible, should be expanded, to 
Include additional segments of the consumer mirtket. Furthermore, there 
is a contii^ng need to^'deVelop eyen mbre parenting iftaterials of the 
JPOSITIVE P^MnT type on additional topics j^r use with general and 

specific parenting audiences. ^ * ^ 

* * ^> ^ 

• ■ -150- - . . • 



■ A' 



BIBtlOGRAPHTt 



Comstock,' G. and M. Fis|Ur. Television a,nd Human Behavlot: A Guide to 

* the Pertinent Scjen^f lcTLitg^fa4f e . S^ta-Monica , California: The ' * 
Rand Corporation, 1975. R-1^46-CF,«---'''^ • . 

'Comstock, G. Television and Human Behavior: The Key Studies . Santa 

Monica, California; The Rand ^Corporation, 1975. 'R-1747-CF. ' ' J 

J ^ • . ^ 

Comstock, G. and G. Lindsay. Television and Human Behavior:-' The Research 
Horizon; Future, a^d Present . Santa Monica, Calif orrfia*:' The Rand 
^. Corporation, 1975. R-174€-CF. ' . ^ ' ; 

Cans, H. J. The ITSes of Television and Their Educ'^tional Implications .^ 

Preliminarv Findings from a Survey of Adult and Adolescei^t New York ^ ' 
Television Viewers . New York: Center ^Or Urban Education,- 1968. - 
■ . ' . ' 

Greenb^r^.^3-^. and B. Dervin (j|is.). Use of the Mass Med ia bv The Urban 

Poor . New York: Praeger, T9T0., ' * ^ 

Mendelsohn, H. Operation Gap-Stog: A Study: o f the Application df Communi- 
cation Techniques in Reaching th6 Unreachable Poor ." Denver, Colora<lo: 
DenVer University, Communication Arts Center, 1968. (a) 

Mendelsohn, H;- Operation Gap-Stop: A Study of the App lication of Communi- 

* . cation Techniques in Reaching the Unreachable Poor . Final Report, 

Vol. I-II. Denver, Colorado: Denver University, Communication Arts 
' Center, 1968. (b) • * . 

Mendelsohn, H. "What to Say to .Whom in Social Amelioration Programming/' ^ ^ 

Educati(5nal Broadcasting Review , 1969, 2 (6), pp. 19-26. (g) ' 

Morreau,"L. E. Teaching Your Child, .,, Televised parent t raining program.. 
Minneapolis: Central Midwestern Regional Laboratory, Inc., -1972. 
(a) . ' ■ • ^ • . 

Moi;^kau,. L. E.' ' Televised^ segment . Televised parent t raining prog&am. 
Minneapolis: Central Midwestern Regional Labblratory, Inc., 1972. 

Mor'reau,' L.\. Do's and Danjits . Teaching' your child . TeleVised parent ^ 
training program . Minneapolis: Central Midwestern Regional Laboratory, 

Inc., 1972. (c) * ° 

* . ^ * > 

Morreau, L. E. ' Televised Parent Training Program: Rein forcement Strategies 
iEor Mothers of Disadvantaged Children Final Report. Minneapolis: 
Central Midwestern ilegional Educational Laboratory*, Inc., X972. (d^ - 



[C . • -451- 



J 

Southwest Educational Development Laboratory. Context Analysis: Early 
' childhood Education . Austin, Texas: SEDL, April, 1973. * 

Southwest Educational Development ^Laboratory . Revised Early Childhood 
Progr^ Proposal , Austin, Texas: SEDL,- October 1, 1976. 

Southwest Educational Development Laboratqry. Work Unit III: Television 
Spot Public Service Announcements * Final Report * Austin, .Texas: 
SEDL, September 23, 1976* ^ . 

"The Search for Spanish Gold." Media Decisions , March, 1974, pp* 125-154. 

Valenzue^a, N. Media Habits and Attitudes of Mexican Americans , Austin, 
Texas: , Center for Communication Re^eajch, University of Texas, ^ 
*June,^ 1973* ' ' 




APPENDIX ^ 
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' 11 
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"4 Ways to 'Disciplin^*-Ghildren" 

Results oi Phone Interviews. ft€^tion to 
"Where Do Adults Come Frojn?" — 
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• Appendix Al 

s 

J rtSCUSSION OUTLINE. FOR FOCUS GROUP INTERVIEWS ^ - 

Introduct^ii By Moderator,. ' * ' ^ > ^ 

A. Session will be tape recorded so^that I von't have to take 
notes. 

B. JUst relax,^ be Comfortable. There are no right' or wrong 
answers. Feel free to say anything you wish. 

C. Listen carefully to each other. Ask questions if someone says 
something you don't understand. 

D. Try to talk one at a time and let's give everyone the chance 
to express his or jier opinions. 

E. You will be talking mostly Co one anotlter, not me. You will • 
do most of the talking and I'll do very little. . 

F. Why' don't we go around !^e table and tell our names, the 
number of children we have, Aheir ages, and how lang we've 
lived I'll this* area. r 

Tb get started, let's discuss what it's, like to be a parent of a 
. sm^ll child ( 1-5 years of age ) . Okay? .So what's it -like to be a 
parent of a small child? 

A. What are the greatest joys of being, a parent?. 

B. What are tfie most dif f icult thi^i^s about bein^ a parent? 

C. . A*re most 'people "good" parents; or "bad" parents? . 

D. * Do parents need help to become »better parents? 

E. _ What mistakes do parents mak^? 



Y: ' In a family, what is the role or responsibility of the father 
- " as a parent? That is, what should the father do?^.>tfid what 
should the mother do? 

G. If you were. having problems as a parent, what would you do? 

H. Where would you go for help or advice? To whom would you 
talk? 

I. ' Hov could people become better parents? 

In what ways could your, parents have -been bt-tter parents when you w( 
a small child? / " . 

What problems or difficulties have you had with your very small . 
children,? (GET SPECIFICS. VERY IMPORTAtiT) 

A. 'What about onG(-yiJ(V • olds? Two-year olds? Three-year oWs? ♦ 

Four-year olds? Five? ^ 

B. How did you (or have you) solve these problems?' 

C. What discipline problems have you experienced?. 

t). ' What is the 'best method of making your child mind you? 
E. Other problems: 



learning to -walk ' , ' • sel f ishn.ess' 
learning to talk biting/fighting 
potty training . getting* along with others 

temper tantrums ^ . manners ^ 

disobedience * ' . sexul^ 
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V Have you every felt a need^to leara more about children and being, a 
parent, or'do you feel you can adequately handle most problems that 

occur? , . ^ ^* 

► * ' A. How would you go about learniug more? (PROBE) 
B. Whose opinion would you rely on the most? 

VI. Let's play a little game. Let'^s pretend we ovm a school to teach 
people how to tte better or more effective parents. We are meeting here 
at our schocl to try to decide what our school ough.t to teach' parents. 

• okay 

A *So what classes do we ,offer? What subjects do wa^teach? What 
V • 'are we going to teach that'll help people become better parents. 

B. How are we going to interest parei;its in coming to our school? 
What do we tell them? How do we interest people ih learning 
more about being parents? . ' . 

C. Maybe we could develop books, or television programs, or .movies 
or brochures to help people become* better parents. 

D* Which .of these would be bes.t? ^ 4 * 

VII. Another question: What do you want fo^our children in the future... 
when they grow up? 

VIII. Explain Early Childhood Program and get reactions to it. 

'Multi-media training packages. . . , 

Brochures and subjects. - "'^ 

' A. -Is program of interest or not? Why? 

B. How could it be improved? * . ^ ^ 

C. How could other people be. interested in it? 



y 
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' ' . Appendix A2 ' ' 

CONCLUSIONS AND RECOMMENDATIONS 
M/A/R/C NEEDS ASSESSMENT REPORT 

OBJECTIVE : To determine which parenting topics are consldfered ^ 
important by low in^come parent's of young children * 

• . .r , • 

The topics which appear -to be most important to low income parents^ 



are . . . 



1. Husband/wife relationship as it rglates to rearing 
children. . - - 



This is the topic of greatest interest. -Pa-rents 'must 
meet their Am needs before they can' fulfill the needs 
of their children. ' 



2. 



Eliminating or reducing the burden and hassle of 
rearing children . , " ' 

Are there not t imfe-saving^ labor-saving and nerve-saving 
ways of raising children? *This subject ^ncerns organ- 
ization,- ef f iciencyv and state of mind. 




L^ncyv 



A. ' Sugglstion3 for mateless parents 

B. Suggestions for working mothers 



Dis c i^lne^ 



'IT 



How to get your kid to^do what you want. 
4 . ^ Teachi ng young chilclren about sex . 
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\ 



\ • 

*' . ■ \ • 

5* Questions ^nd congnunication . • 

How to answer ^uestigns , stimulate conversation, an\ 
really communicate with your child. 

' 6. Child Dev^^pment > . 

\- 

What to expect and how to handle children at different 
stages of development. 

7. Health and safety. 



OBJECTIVE : To determine on which parenting topics low income 

parents feel they have the most knowledge and sk.ill . 

•k • ' » 

Most parents feel that they^ave sufficient levels of skill in 

virtually all areas of parenting. The topics of discipline, 

communication and health and safety are probably the subjects on 

which parents think they have the greatest knowledge. 

OBJECTIVE : To determine which parenting topics low income parents 
feel they need to have additional knowledge and skill in, with 
.respect to becoming more effective parents . 

The topixs of husband/wife relationships, reducing the hassles, 
disci^ine and s^x educntrion are probably the topics which parenTli 
would most want to learn more about. 
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Appendix A2 (continued) 

OBJECTIVE : To 'determine what pareatlng needs. If any, a,re peculiar 
to each of our targeT audience groups . ' ^ 

In addition to the subjects mentioned, Black fathers might be intlr-. 
ested in topics having to do with^ in^iroving his economic: position, 
and Black mothers might be^ interested in ideas /n how to raise^ 
your child and "get ^rlong^^with mother. 

Mexican-Americans, in addition to topics suggested previously, might 
be very interested in information on ^educat ional* improvement^ for 'their 
children. Mexican-Americans definitely want their information 
presented in two l^guages. ^ - . \ 

s 

OBJECTIVE : T(? determine which kihds of material 'formata are^rererrea 
and best suited to convey information to the target audience parents . 

Written materials would be the least preferred presentation format; 
video tape or film the best medium. ^ 

0 

The discu5ision^ graup, format is the- most powerful methdd of information 
"presentation.*^ , ; ' 



14^ 



Appendix A2 (cdntinued) 1* , . • 

X ■ ■ ■ . ■ r • ' 

I 

OBJECTIVE ; To determine similarities and differences , if atiy , 
2)£tveen^ urban^parent xoacertis and needs and thbs^ of rural 



arenas. ' ^ ^ ' . ' 



^efjj^es are mininv^l. A "separate treatment of urban and rutal 
parent's do|s not appear be* necessary. * < 

^ > ■ , • • • ; 

OBJECTIVE^ »To' determine, what m^hods are most effective, in providing^ r 
follov-up information and assessment af parervt utilization *'of acquired 
knowledge and skills . , ^ ' , ^ 

•It is not at all clear, after this research project, whether this /* 
objective can be achieved by any method of researcjj^. Probably not. 

OBJECTIVE; ^To identify informational material language pfeferehces . 
with rpspect t o materials produced for use by parents . 

The White and Black materials should be in English: simple, ptire, 
clean, ordinary English, without "buzz'' words like "parehti-ng, 
modeling,' hidden agenda," etc* ^ ^' ' ' 

The Mexican-^\merican materials should be in Spanish and English. In 
both cases, Xhe^ language should be simple. * 

' • 159 • 
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;PAppendlx A2 (continued) ^ ' * " 



!»• OBJECTIVE ; Ta draw: fr&<the -needs^ assjpgsm^gnt , p^^^cipant' infor- 

^ nratio^ atiQut a *set: of *t:opips and strategies fqr^ developing and ^ 



j , . ^ ^ ^sl^p^s of lov iticome parents of pre- 



prodacing'nev ma teriai!9» which increase patenting knowl^drga^and 

i^bdj:en> /^ 



school cfl 



It is r^efepmme^nded *that ' the ^ol^ parent training, pbogfam be built 





around four Jcey * topic6^of. f^^^m^--- ^ 



Husband/wife, Velationship. 



-'v •^-'-^dbcing has^ji^e of raising children 
~ Sex education. 



/ — ^ DisdpLia^.^ • * . ^* • . ' 

^ • / * 1^ * , ' ' ■ ■ ^ - ' ' ■ - ' 

The variotfs parenting concepts would ;be inttDr§|)rated into each 

Vf"* tKese topics . For*examplet 'husband/\i?ife relationship could' - ? 
, . . ^ * ' ' * ' ' ' • " • • ' ; 

inpiude portions 'on discipline, on communication, on answering ^ 
I ' '"^"^Ijji qu^j|J.«ns, . etc.' ■ ■ ' ' ' , V . . - f 

P-%e ;i# ^^ommend'ad,(^hat >all^ideas be positioned as: " .suggest ions ' p 



\ 



' ^nd ideas frotn Mexiean-ij^er icati parents on disciplining -children ; 



I 



L 

' • Thjj^l^ideas cinti 4;u^e>?tions -f rdm real parents 'like you' poj4itioning j 
p * ^ Wou|c| a), facilitate, comn^icatlon,^ Ijjjj^ause' the language of the | 



or] (suggestions, and ide,as from Black parents on sex_ education,' etc ." 



t 
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Appendix A2 (continued) ^ 

I ., ^ - f • 

If , . . • . ^ 

target groiM) would he used and the cultural context would be 

' "correct" and b) enhanc'e acceptance 5f the information^ What 



is being, recommended are three sets of^iaaterfais : White, 



►lack- 



and M^xican-i^^rican 



It is recommended that the pa#enling I'ibr^ry Qoncepf be executed 
via^telephohe as a parents "hot liiie'>'f9r id^as -and suggestions 
on handling problems^ - > ^ t _ 

It is strongly recommend^J^hal the group ^di^ssi in- format be 
retained as-^^ central- feature "of the parent t^^ining concept.^ 
Th'e g^^p discussicin works best as an "exchanger" of, i!if ormatij)n . 



If it is used te indoctrinate, it will not be effective. M^^^ 

The next step^would be for tbe st«ff of Southwest Educational . '/ 
QeveiopiT|ent Laboratory to conduct and video tajje a seri^s^.of" « 
"defjfefi" interviews with low income Whites, low income llacks and 

tincome M^^Jff^-Amar'icanfe . 4:he purpose these ' intery.ieUs - ^ _ , 
(ii4d be to confirm the findings of this study and, gnore importantly,- • 

I ' ' ^' " . 

.accumulate |^ocFy*of information; examples, question? and stories* 
'to be used in films, books^d brochtTres, ^ ^ ^ ^ C 



endjLx A2 (continued) 



"But if there's not any %oul, it's not " 
, going to get there anyhow." * - 

' - ^ . 

The success of the Tiarerft training |«:ogram will be vastly enhanced 

^ by a one-t'o-one,"* equal state of mind ^nd approach. If We are 

helping cqncerned, interested' pe"ople ^h'are their knowledge with 

each other (even^Lf ve bias it a little), we will succeed; but if 

'we are the experts heljj^g poor, underprivi]^|id , deprived people 

t6 become as "good a»*us," we will fail. ^* 



Aptpendix A3 

REVISIONS MADE. IN "DISCIPUNE" S'ITUATIONS ' 
' ^ FOLLOWING-' DESIGN TEST 



SITUATION 



Brokeif Cookies 



r 



Revisions t (1) Daughter changed , to son. 

(2) Dialogue minimized. ^ * . ^ ^ 

(3) v Confrontation be tweep mother, and. child 
* changed to mother "discovering" 

child's misbehavior. 
-(4) VO audiQ narration added ^ to on-cainera 
* . ; ^ cjialogi^e . 

Reasons: U) Activity chosen to portray mother had 
son of acceptable age. IJse of son 
- ^avoided stereotypic situation of mother 
shopping with daughter. 

(2) Production, design — to emphasize child' 
'behavior • 

(3) ?r'<Jduction design — spo^ .builds to 
stronger climax. ^ ' • , 

(4) - ' Production design — allows emphasfs 
of content pt)int>'as well as 'portrayal of 

- situation. * 



Toilet Pap.er/(Trail ) 

Revision: 

Reasons : 



(1) ^Children's actions confined to bathroom. 



(1) 



Production design — efficient focus* 
on children's interaction. 



Muchos Colores ' 
(Many Colors) 



Reviaibns: 



Reasons: 



(1) 
(2) 
(3) 

(1) 
(2) 
(3) 



Location changed from bedroom to. living 
room. * . *^ 

Only 2 children instead of 5; children 
do not run outside. 
No on-cameta dialogue; all VO audio 
narration. ^ 

Production 'efficif^ncy to .share set 
with another scene-. 

Product design — focus on children's 
interaction & have* parent intrude. 
Suggestion of att/Lent points over 
chiljdren behavior . 
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^ ^ Appendix A4 * • 

^ REVISIONS MADE IN "FR&R" SITUATIONS 
FOLLOWING DESIGN TEST 



SITUATION 



Change (s) : Noni 




Change(s) : V (1) — Jlirl character changed to boy character, 

(2) Practice area changed from thp driveway - . 
to the empty street.*^ 
Reason(s): (2) .Character balance,. 

< Production considerations. 
^ . ^ , j 

J ChangeCs): (1) Interaction made positive by havins father, « 

• . mother, and son outside washiag car. 

Reason^) : (1) Consistency of positive interactions across 

. * all ^situations. 



— % — ^ 

(1) ^ Young hoy also added as character 

(2) All action directed around ,OTfck^ard table. 



Change ^^s) 



Reason(s) : 



^^l) Concern for role* learning :'^:!^hared acto^ 

sexes. '^^"^i^ /"^ ' 

(2) Liriit:itions of producti^jn lo^^ation. / 



Change (s): (1) Situation changed' to \ coed sot tball 'game . ' 

(2) Little girl as catcher is focus of atten- 
tio^/rom other~-p4ra-y&rs , all nale. 

Reason(s): (1) Consi*?tency of positive interaction across 
all situations. 
(2) Shared coed play without respect to role 
^ and *sex ident|if ic^tipn. # 



Chancre (s) : yone 



Change (s) 



Reason (s) 



(1) Dad and daughter cook supper together. 

(2) Mother and son work together in background. 



(1,,^ Pos*i;:ive role and' se^^model ine, and identi- 
fication. 



Ft. » Change (s) : None 



I*" Changej(s) : 1(1) Bov ch; 

M^(2) 

* I * and daughter sM^i--^^^ the exp^T ierrcc . 



iljj^ttiti^r ^is charrged fo girl rha<^cter, 
(2) SituatiW^is changed to positive bv motjiet 



^»eason(s*): (I) Character balance 

' (2) Consistencv of positive intotacc ions across 

all situations.* ' ' ' ^ 
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[ A^tl^tidix A4 (continued) 



ChanfeV(S); '(IJ* Boy character is changed to- girl ^charatter . ^ 
(20' Mother, father, and daughter outside 
' /building a doghouse. 

Reason(s): (1)- Character balance. • ^ I 0; 

(2) Positive role and sex modelfng and identif 
tion. ' . ^ ' ' 



i' 

t 



i «5. 



i 



> 
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Appendix A5 
CONSULlkNTS 




I* Renee DeLaune" 

President and General Manager 
Youngsound, Inc. . % 



II. . Dr.^ Timothy P. Me^er 

Associate Professor and-^ Director of^,^aduate Studieg 

T)epajrtinent of Radio/Television/Film ^ 
\ School o^Communiration^ „ ^ ' 

Th^ ^University of Texas at Austin 



III. Ruth G. Hemarrdez 

Educational and program Director 
Hfeadstaft, "Title XX /' . ' 

Child Incorporated 

.Dr. Robert L. Marion 
'^Assistant Prpfessor o/ Special, Education 
The lJniv^rsiuy"C)f Te'xas 'at Justin 



Univ^ rs 
:hT R. \ 



MarthTR. Loeflfler 
Program Director 

Child^Development^ Consultation Programs 
Texas Department of Human Resources 



15 V" 



Appendix A6 



MAJOR QUESTIONS OF INTEREST TOR COJJSULTANTREVIEW 
OF POSITIVE P^NT TV '^OTS & BOOKLETS ' 

.i: ADVERTISING, MARKETING, AND PRODUCTION DESIGN 

1. ' From a production point* of view, do the st>ots and booklets address 

the intended target audience? 

2. Do the spots and booklets communicate the intended message'? 

3. Are the spots and booklets complementary in message and design? 

^ 4. 'Does the communication mo"del serve the intended purposes A^f the 
spots and booklejis? ^ 

5. Is the research design appropriate to determine the ef l^^citiveness 
1 of the spots ift reaching. the target audience? 



11,^ COMMUNICATION DESIGN ' 

\ 

r * 

1, Conuiient t)n the research desigji, i]^cluding alternative suggestions. 

2. '-Ffom the point of view of a communication researcher, comment on 

the common i<:at ion mfedel an^** its abilit?/ to achieve the desired 
effects? , ^ • . 



PRODUCT CONTENT ANfr-AUDIENCE APPEAL * ▼ w 

1, Comient. on the appropriateness of the spets and booklets for the 
in^ancje'd target aqdience. j • - ,* 

i ' 

2. TTomment on the communication j model used to rea^ch the target aii^iience. 

J, From the point of 'view of paitenting skills and low i^cdftitvpopulations , 
comment on the interest of target audience parents in the subject* * 
areas represented in the spots and booklets. * ^ 
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\ 



"evaluation concerns for ' . ' 
(Positive parent tv spots &.b(|)klets 



CONSULTANT REPORT: 
ADVERTISING, MARKETING, AND PRODUCTION DESIGN 



Renee DeLaune 
October 28, 1977 



/- 



7 



I /eel very positive 'about PQSITIVE PARENT T^-spots and booklets. It is 

obvious th'at a great deal of time and care was spent producing these pifeces. 

HDwever, nothing is so perfect it cannot be improved upon. So it i.s with the 

idea^of improvement that J render my critique^ 

Of the TV spots, .the writing is good. . . easy to understa%l. The slice of 
life sequences for once seem realistic. \7\^d more specifically, the lighting 
and direction of the TV. spots are superior to most electronic media in this 
flfiark^t. 

In niy opinion, "Family Roles and Relationships" is a supe^rior piece to 
'^'Discipline," fundamentally beeause it is easier to sell someone on loving ^ y^^^ 

* his or her child, than on how to pos'itivei^ ds^l with the negatives of disc^i- 
plir>e and punishment. • . ' ' . , ' • ^ 

I use th^ word "sell" stongly.* And my only critism lies therein, "Broken 

* ♦ Cookies" and "Toilet Paper" needi^to have more" impact. . . that is^ a call to actioin 

a reason to buy. In "Family Roles and Relationships," spot B,' it ends, "The 
thingjs c-hiidren want are simple basic things, and you can simply help by giving . ', 
yourtime and ygur love." To me, telling your au4ience what ^you want of them 
is^^^^ effective thap the somewhat vague ending of "Broken Rookies . . . It, 
' 'majBrtoo late ^fto prevent the harsh words and tears, but there was a time 
when they Qja^^havq been prevented." 



ERIC 



As for the print material, the writing is especially easy to understand. In 
•'Discipline/' I skimmed the material and was able to keep up with the help of 
the subheads. This is important in dealing, with your target audience. * 

"Along that same line/l suggest keeping *the copy blocks short, ad'ding new^ 
subheads whenever possible and breaking up lengthy paragraphs with the use 
cf all caps, photographs or other'artwork. 

% Critically, I did not think the use of tire duotones added much to either ^ 
.booklet. Not only a*^ they expensive, but they giVe these booklets almost an 
amatuer look to the pHotos. . . 1 

On the other hand, summarizing the information as '^Discipline'* did on ther 
.last page showed real insight to the market place. 

Overall, I thought the print and electronic media v/orked together nicely. 
The selection of the two visual media was especially effective with the target 
- audience. Ho\v€^er, .1 think more emphasis should be placed on reaching the 
l^rget audience. 

; 1 ^ / . • ' ' ^ ' . ' 

' i In advertising they" say "it's not creative unless it sells. . Perhaps in 

I ' good ' ,\ 

;t^iis'case it shoiild read ''it's n6t'tonn_munication unless it sells. " • 

Selling fo low income families mean keeping it cleari, c^^orful and siriiple, 
Isimple, simple. > And it means giving your cOmmuni oatprs a chance by^liscmg 
L main piK)ject purpose not four for them to contend with. 



C" 



SEDL has the best facilities, the most talentel^communicators and the best 
informed stafT of experts "in the field of parenting and child discipline. With- 
a more united effort from all thre^, these production pieces will better reflect 



this« 



r 
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Appendix A7 (cotitinued) 



EVALUATION CONCERNS FOR 
POSITIVE PARENT TV SPOTS & BOOKLETS 



CONSULTANT REPORT: C0M>11TNICATI0N ^RESEAkCH 



' Timothy P. Meyer, Ph.D. * 
Associate Professor % 

' r, * ;* 

"department of Radio/Televi'sion/Filra ^' 
The Univcr*?ity of Texas at Aust;in 



October 13, 1977 
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1. 41ESEARCH DgSIGN * * • 

' * ''^ The design,. as it. currently stands, 'is adequate for measuring a 
* sihgle type of behc^orial res.ponse'to the spots.'^he major problem to be 
further addressed, however, is to determine the reach oT the spots, *^ • 
especially, amoag the low incope target audience members. The necessity 
to, write in for a booklet. poses a major barrier in assessing the effective- 
ness. of the spots. Moreover , some viewers tjnay have done other things as a. 
result ^f the spots, e.g/, diskzussirtg a discipline problem that occurred in 
• their own lives; suchrsctivities would be desi;:able by-products and usetul 
indicators of spot effectiveness. The tasV; remains, however, Vo tap^such 

V responses. . » * . "^^^ 

* One alternative would be to solicit the assistance of^.C. Niel- 
sen or ARB in providing the mailing list of sample families in a number of 
test^markets used for airing the PSAs. Given a random sample representa- 
\±ve (+5/') of the#overall marke| , f olloKing^interviews could be conducted ^ 
to ascertain (ii/ awareness levels (b) reach of low income viewers (c) r|- 
call IcA^els (d\ behavioral response types and frequen(*y. Also of primary 
interest would be tl>e rch<fgns offered by respondents for ifot writing in 
for the booklet (s). . * ^ ' ■ ' . 



2. THE COMMUNICATlOi^ MODEL AND DESIRED OBJECTIVES 

■ ■ i ^" . . • • ' ■ . ■ . 

, If I were the researcher charged with the main task of increas- 

ing the information and awat^ene.^lFl^vels among low income families in the 
/ ' effective parenting area, I wou^H uf^e a different mdfdel, incl^din^ a dif- 

ferent role for the TV spots in thd fcontext of the project. The model 

I 

being used secmb appropriate for a limited range of oblectlvcs, Hy 



'iGl 



approach woifld be Bro^dep In acope^ " ^^'^ 



Through th^ various sdhoOl systems , especially those schools with 
High levels of loy In^me f^milS^ei^, I wqf'lcf arrange a d^tribution program 
ifr ^he^^oklets,^. The. TV, spoi# would be run preceding/ during , and after • ♦ 
. fhe distribution avA would contain information art- the end Jto en'courcfge ' * 
jp^rjei>t:s to jread and use the bopklec. The linking of distribution and pub- , > 
ifclzlng, via the local^TV statioirMjl|^d have th'e effect^of conferring^ ^ 
status on the booklets - i,e., "TV thinks ' t*he- badklets are Important; • ^'^ 
therefore, they must be- important . Such'a procedur-e vould effect a wi3er 

; # ♦ * ' . ✓ ' ^ • 

distribution «f the, booklet bv circumventing the obstacle posed by having* 

- ^ *)'■..., ■.■ . , / ■ 

• to wri%e in . f gr the booklet ^s), ^ ♦ . - ' , . ^ 

TVe research. on the effectiveness of PSAs in affecting viewer 
^t^tudes and/pr" behavior ls'3Fiarse; what .is Mailable, Hoover, Suggests • 
that their role in producing appreciable effects i^Climited aG-best*^ As 
^ a 'result / J woirld utilize P^As as a iiuppurtlve aAd fncllltative device"* 

^ through which tf\e ca,i|se oi? ip^rct-^sed parent iia^^^awareRess* wa^ aa^vanced^^ ^2 

*a greater degrt^c than the' present -modp I ! * , ' 4^* 

Som^ ^final ^^bj^erva^ons on tlip spot5 ^themstlves : They are tech-^ 
nicijljy wel4*donre; ^jH|||a j^rT)d'uction viewpoint' thoy are as j^ot>d as, any I. , 
< il^ave seen. -One liipitation seems po be thcd-r length.^ They seem tou short ^ 

- 

to take into account yiffv^rs! less-than-ciose attention that is normally^'..^ 
paid to the-TV set ^during non-pror,r«-*m intervals/. Longer spots would h5ve 

* ; ■ ^ , ■ , ■ • 

^ ^ a l^etttr chance of hoojciHgV' the viewer and.. prompting their *wr ite^I n; - * ^ ^ 

^ . . ' efforts. Since the- spots have a high interes^t level by their uitique " \ ^ - • 
- naturp, a longer period of time, would seemingly enhance attention. 'UhM ' , 

-« . • Aft , 

' *• • * * 

T fear now is that 'viewers tjay pay attention too far into thtv spot- and . , *' 




■ ■ •. ■■- • 1.65 



.simply mijSS the thrust becaus4-tiyf 
volved • 



JBt A CONCLUDING INQ 



is o^ver before thoy can become in- 
* W 




e t' realize that the PSA aspect- is only dne ph^^^lbf a larger 
program, I wonder about the] dpport-unitiy 'to foflow Up on.xhd bookletfCs) to 
provide jareAtfi with more information and greater d^etail on a variet>r of 



^otnnon parental problems. The booklet (s) are ipost readable and seem to whet 
people's? appetite for more. -Model-wise, a series of follow up steps seems 
irabl^ tq prevent a "one^sjliot" program from havings its^ositive effects 
ive^ In other words, whore can interested viewers- get more; inf or-*-^ . 
'ore help,*etG?/ Yoy might have jsome suggestions along these 'line in 
the booklet (s). - . ' • . ^ 
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EVALUATION CONXERNS FOR 



. POSITIVE PARENT SPOTS & BbOKLETS 



T^S 



CONSULTANT REPORT: 
PRODUCT CONTENT AND^ AUDIENCE ' AP.PEAL 



4 



Ruth G- Hernandez 

Educational *and* Program Directof"^. 

.Headstaft, Titie XX * - 
Chi^d, IijiPo.rpo rated ' 

October 24, -ig?? • 



« Xppen<fix*A7 - Ccontinued) ■ ^ ' ' 

4f ' ■ PRODUCT /pNTE NT ANDTftoiENCE APPEAL ^. 

The scenes^n iTisciplin'e w^e- appropriate in that ^ey were not pretentious. 
The portrayal of the chfldreh \7aiJfiop;al and healthy sugg^st'^g to the parents that 
their children too are healthy an'd normal when they ^ngage^ in< unacceptable ifebavior. 



The activities selected Vere; ve^y typicil of th^ kinds of situa^^ons. parents 
qften encounter. ^ • . < ^ . 

Scenes depicting the anglo setting were clearly painted out of-how hot t^^jeal 
with your children.- The spot cre^ed^'an* ^areriess^of how harsh an^ adult Qini|Sound. 
to a child wh^n they react to a child's^ iniipcence or curiosity.^ . ^ 

•The second series of Family Roles and Relationships jJepi-cted, a" warmfatid 'iQving 
.understanding by adu^^>-^«i<^T^s children. ' % ' , * • • * 

Rolles were clearly' defi^ied withj|xcel lent modeUng for families: • . * 

The booklnsts were* easy ^rfd s^imple .to understand wll^ photographs aclequately^ 



spaced to ^further emphasize explanation 



ex^^^nat \ i 



:ific. 



Contents were positive,c brief aj)d* speci 
Booklets should be in English and Spanirsh in order* to reach as much bf the target 



audience,,^as possible. . . 

Booklet ''l^ere do'Adults Come From?'* has one typographiscal erro^. Section - 
''Learning 'from Adults", first paragrapfh, s^fcond sentence ^reads' - There i^ much family 
members and family ' friends can do. the (toy help • children *become^*happy^ sel f-cofif ident 
adults . , . T« 1 ' . . , ^ ' ' ♦ 

■ " ■ ' ' ' i • 

Speech models jfpr^each W ^he three ethnic, groups repre-^entcd werc^ <j2P^P^^^^.^ 
and excellent. Corpjnejit^ given were .simple and to the point. ' * 'J-' 

The TU spots wtre delightfiill As" the target pcipuk^tion views, thero isVno doubt 
in my ^nd as to '^he ^tippeal j^^^^cu^iosity and response of the' aud^^^nce. Howe^Tcr, *I 
concerfied that somc»' parents may bo reluctant B$ write for the booklet;^ therefore, 



am 



. Appenaix.A? (continued) 



a telephone logq roight be used so that parents can telephone' the local T.V. 

• , st?itiftn for this material, or if less .expensive a watts number in the 800 series, 

4 . , • ' • • • 

• to a central distribution point mig,ht b6 explored. • ' 




\ . 
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^TATE D€PARTMENT QF PUBLIC WELFARf 

^ , 11C6 Clayton Lane, Suite 318 

' ■■. • Austin, Texas 78723 



Ooitober l-^?? 




RAYMONDS VOWELL 
Commmtentr 



# 



BOARD Ml 



JAMIE H CLBMENTS 
Ch«irm»n tempi* 

HtLMARQ MOORE 
Richmond 

SAJIl JIMENEZ 
$An AntontO 



^ill' Butts ' ' • . ^ 

P-ablicity and gj^sotions Chairman 
Southwest "Educational ^evelopTier;t Laborato^ry 
211 Fast ^th^ Street, ^ " 

AfuStin, Texas' '7?7C1 

pear.^ill:, * . 

^nclos^_ are mj^ re-sponses to 'the booklets*"*, ^ 
and T7^spotS recently devel^ed by SFDL. 

I appreciate th^ opportur>ity worfC w>th 

jrou and the Lah. in evalua^ipfj these rarentin^^ 

mat-erialaff* ' * . ' 



-.1 >^ o 3 ^ 



ere .y^ 



^^a"^tha T.oeffler 

*Child Development v^pecialist 



;gns 





Appendix ^ (continued) , 




III, S ProductContent and Audi'ence Appeal 

1,.^ Apj^opriateness of spots and booklets for target audience. 

Both trhe spots and bookl^ets are highly appropriate in subject • 
master and in content*. These topics have far reaching i7.plicatiofis 
for tjhildren now and in'the future, knowledge and understanding' 
f d-iscipline techjiiqiies and adult role nodels could affect 

s ^ife ^o;f and the way >fe/she will tehave as parents. 




The verlal message in "both is nijn-technical ahd 'avoids being 
patronising, * And caref'H attention to details in the vi.q-ial 
sssage seW^s to 'enhance the fact that these are rea 



uations/ 



d /with rea''*' "oec^le. 



V 



.if 



4^ 
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ix A7 (continued) . j i 

Conm?.unication Model used to reach the Audiejnce., ^ 

Booklets * ' I ^ ' , 
4 Ways to Discipline \ 

The use of numbers in the title presents a concept of a managable 

pie;ce of * information which is a positive start. :^ 

The arrangement of the 4 ways /leads the reader, to consider the most . * 
positive aspects of discipline first. The suggestions are all writt- 
en in a manner to increase the positive self image of the child and* 
are easy to follow. • ' * ' , 

Over- all the booRlet should appeal to a parent. It is nonthre^ten- 
ing, brief, and not:too technical. ^ 

A few weak areas exist in my opinion. In places through the booklet, 
in an' effort to •simplify vq,cabulary, the. text becomes wordy and 
repetitive. " ' ; 

Specific comments on the four sections of suggested techniques follows: 
,Li#ten \. ' 

4^isten to Your fbildren * v * • » 

The 3ta'tement about letting children know how you feel would seem 
„to fit better in the, ^ub-sectibn - From Your Point of View. 

Listening and Underset ajid in g ' ' 

An example of what a parent ifiight oljserve when they watch their ^ 
ch^ld woui^d be helpful. ^ * . 

Wprking t;hing'6.*out *. • 

^Or'^*rather than "and" would 'seem tp fit bet||^r in the example of 
the 5 yeJY old and her clothes. \ ^ ^ w ^ 

j^ven"though it is implied throughout-, the point needs -to be stated 
that listening may be all a child is asking of a pare^nt ^d if* this 
is given no ptoblems erupt. ' ^ 

A white^ s-pace between eacn point in the sub-section's would'make the 
paragraphs mote managable ancf would add emphasis. 

Set. Limits » ^ , , 

The. section begins with a aent'ence about ^viles.^^ I sugge^t^ incJuding - 
/^he 'word '"rules" in parenthesis following limits in at least a few 
"places . "Rules" is a -more familiat. worA ar^ could mak^ parents feel * 
comfortable that they may have been on the right Xrack al-l alon^. 

Rewards' ^ * • . * • » 

• In the 5ub--Sj^ion The'last Words , praise and encouragement are usred . . 
However, in the sectioo on Rewar^k^' praise is not mentioned.^ There • 
is an emphasis ox) materj^^al reward* Even though they are simple, the 
^awards 'could be bey6nd the ^inancihl means Vof the- low imcom'e pajcnt. 
This Emphasis 'CjOu Id. ca'use a parent to reject the whole section. Also, 
it may- be that the child want^s and needs t^e*'h.ug>^ 'pat , on genuine prpise 
morie.than a ma^^eriaJ. reward. . . - ^ ' 
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How 'to reWard , ^ 

This sub-section concluSes with the statement that any^reward will' lose 
to value if used too'often. This is confusing, does^lt mean a pareat 
should constantly seek creative rewards or that rewarSs §hould be genuine 
and related to the behavior? / ^ 

This section may communicarte an emphasis on material goods thati is not 
intended. 

Punishment ^ » ' » . 

This section is very good. It does not' condemn th^ parent who uses » 
physical punishment but offers alternative measures" to be considered. 
The statement about controlling anger offers an excellent explanation. 
This section. in particular should help parents accept some of the less 
familiar ideas throughout the booklet. 

Where do Adu It s Gome From 


\ . 
The title is excellent.. The fact that human development is a continuing 

process is conveyed in a few words, without giving clues that coutd 

trigger preconceived responses to a booklet on sex education. 

In total, the booklet is easy to re^d^ ans^rs som^ba^c conc^ns, and 
most important 9f all gives a great, deal ^f emphaeiVNto ^otal enotional 
development. The section addressed ^to~STng^e -parents i^-elpf^l and 



The points about sex roles are very vrell presented and encourage parents 
to think about their child's future liVes; Parents can become very de- 
fensive when pushed to change attitudes toward sex roles. This section 
does a good job of presenting the ^question from the aspect of what is 
best for the child. $ 

In the section of question and answer? under Childrens' Sfexual Development- 
Learning about flates and Females, the sentence, "The discovery of their ^ 

.sex organs is usually the beginning of children ^'^^''s^xyal development" 
is confusing and conflicts with later s tatementV about attitudes. Ac- ^ 

"tually discovery of their sex organs is the beginning of an understanding 
of sexual development. P^sical devclopmetvt will take place independent^ 
ofidiscovery and understanding'. Otherwise the questrons arc 'ones comii|on- 
ly -asked and the answers are clear, reasonable, fnd offered in a way to 
h^lp parents evert if they ate uncomfortable with the whole process of 

'sex education. * ' ' • 

/ i 

In the section, Learning from AdOlts, there is a statement that children 
may t^y to act "in a way they, think wi|,l please their parents, if the 
parent acts as if they wish their child had been born the opposite "sex. 
This not always t rue j some t ime s children are hostile and d i srupt i V£\. 
-when they sense they are unwanted. The stft^ment needs to be expanded 
and explained a bit more. * • 

Except for t^e two points noted above, 1 feel tfhe booklet is outstanding. 
It provides though t -provoking in format i^^^^n a br ie f ^^pos i t ive form. 
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Appendix A7 (continued) ' # ' 

TV Spots 

'-The spots are excellent. They are everyday, believable inciSenrts " 
that are easy for a parent to iden^zify with. M ^ad some reservations 
at first that a low income family would have finger paints available 
as showing in Muchos Coloyes . However, the problem of dealing with 
<:hildren's tiiessiness irt a positive way should cpme-throygh. 

^In parent^ group meetings on discipline; I have often had thesa three 
specific 'incidents mentioned. Parent ^response in the form of request 
for more information should be high to all three of the discipline spot 

The spots on role identification seem- to me to be a more self-contained 
unit of information and may not evoke as great a response in the form 
• of requests for materials. Never the less they are excellent bit;s of 
inforaatiori oiv positive family relationships and^ctiild development with 
out being t^ ^ugai^y or overly sentimental. 

Both series of spots Tlow well into the foAw up boollets. 
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Appendix A7 (continued) ' ♦ - 

3. Comment on the interest of target audi'ence irt the subj^t areas. 

From my e:Jperience^ information on discipline is of vital interest to 
.parents. In groups I have worked with, parents are concerned with 
Ijtow their children's behavior affects- the. quality of family life and 
how they can guide their children^to self-discipline. But they are 
' also very concerned with what other people think of their children's 
behavior an<* of them. Their own self image is involved in their 
childrenJs actions. 

Whereas parents are very aware atKi acknowled^ a' neefi for help with 
guidance and discipline, they are often less aware of tfte. importance 
Qf adult rol-e models. The TV spots shoul'd provide information and 
ipcrease awareness of this subject area. The booklets which expand 
into sex education, will create an interest in a subject that parents 
too *often feel is off somewhere -in the future. 

In conclusi.on, the total 'presentation, booklets and TV spots, mee^ a 
real need and offer great "possibilities for other uses in^'parent. 
education. , ^ • ^/ 
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Appendix A8 
DATA PROFILES FOR PILOT TEST MARKETS 







> TV 
STA- 

na-s 






.1 






SMSA POPuDaKJN 
— ! — 




MARKET ''pair 


/\J)l 

RA*::: 


AD I 
TVIlHs 


Am 


SMSA • 

roi' ■ 


SM^iA 
Al) L 


/•' . 

• V>\.Y, 




% 

if i\ 


Beaumont/Port Arthur, 
Waco/Temple,, TX 


TX 120 


3conl 
2 com 


137,9^)0 
161,100 


424,800 
"453, 210 


31 5,9^3 
' " 147 ,553 


.74 
.'33 


V 

^,582 

■23,)99 


21^.4 k, 12, 557-4 
-4-6.4 ^0;95> * 


■4*0 
7.4 


Corpus Chris^i, TX 
El Paso, TX 


111 

109 


Scorn- 
^om 


.128,^00 
157,400 


435,100 
514,33r 


284,832 
- 359,291 


.65 
.70_ 


- 11.768 
10,052 


■ • 4' 1 126 , 774 
2.8 204.349 


44. 5i 
56.9- 


Hc^tigton; TX 
Austin, TX 


' 14 ' 
1C3 


5 con 
3com 


875,500 
162,000 


780,316 
570,569 


" 1,985,031 
295,516 


2-. 54 
.52 


382;3*2- 
32,270 


1:9.3 212,444 
10.9 43,899 


10.7, 
14.'9^ 



:iARKE^ PAIR 



aeaunont/Port Authur TX 
Waco/Teraple TX 

Corpus Christi TX 
El Paso TX, 

Houston TX 



media:; 



po^•^!l;rY 



BLACKS. T ILU\CKS ^ ^/ i^/A 
POVUnV -1M)VERTY ^ PdVl'llTY 



. 9,136 
7,884 ■ 


10,201 
8,825 


45,829 
28,315 


14.7 . 
20. 1- 


•25,33.8 . 
10,340 


•H 37.9: • 
44.6, 


-t,*918 
3,731 


8,000 
7,792 


9,278 
9,261 


65,679 
" 74,871- 


23r3' 
21.4 • 


4,398 


37.8 , 
26.2 


48,331 
.58^21? 


10,191 ..^ 
9,'2{?8 


11;706 
10,875 


247,427 
" 45,6^ 


12.6 
.J'6.6 


^116,763 

1(1,336- 


^31.1 . 
W 3i.8 


. .- 38,389 
' • 11.151 















% M/A 
BEI.OIJ 
POV;:'^TY 



i 



14.7 . 
I 35.1- 

38.3 - 
•28,7 

• 18.2 
- 26.9 
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. Appendix A9 



PILOT TEST 



STATION DATA SUMMARY 



fiEAUkJOT/PORT AgHUR- * 



■% 



. , . . - . ^ ^ ^AMPAIGN 

KFDM ^ . - > KBMT . 1^ ,KJAC \ . " V TOTALS . 



. . ; <i . - • TT^H' ^ ■„ TVHH , TJHH- • 'ff-* TVHH- •, ■ 

,•'..',»"•"- SPOT * . SXATION "iMPRES'&tdNS "sTATION IMPRESSIONS STA'^ON'' IMPRESSIONS**- STATION IMPRESSIONS' -/T 

• Q^rPAtGN] VERgiON DAT^S|^ ■ ^ '' EXPOSURES (1000s) " 4- L.-.POSURES (ICiOOs) EXPOSURES (lOOtls) - E'XPOSURES (1000s) ' 



I • COOKIES 09/ 17-097:30/ yf :' '40 , A ' ^ 192 - ^1;6. ' ♦ 269'. * ' 39' ^ v, ^(il*r^-' >■ 



TOILET. 



jr. * PAPER. lO/OlrlO/14/77 2 . '-40 21 ' „ - 214' •' 9 .154. 32 ^-,4(36 , . 



t 



4b'^ 




192 


40 

r 


21 ' 

1 — ^ ■ — — 


214' 










• 42 


406 
r 


] 


* 





4- 



STATIC^. JOTALS , jff 90'. -42 406 'h ■ 423 ^ 71. 909 ^ 



■ ^ : V . ' ^ - ■ ^ ■ ; .. ' .V . ' ' 

- • KCEN •• ,^ ■ ■ KWTX ■ ■ TOTALS . 

^ : ' ^ TVHH ^-T" , -* " TVHH ' ' ' ' ' ' TVHH 

SPOT ' ] . ■ STATION IMPRESSIONS STATION IMPRESSIOl^lS - '.• ' STATION .IMPRESSIONS^' 

• CAMPAIGN VER^IOJi WtES ; " f EXPOSURES" ^OOs) EXPOSURES (1000s) •• . i fiXPOSURES (1000s) 

I * A .09m-O9i3€/77-- 1,7 ', ' - •.-306 10- • 113 >L • - 27, , 419 ^ 

. • . ^ ^ . : • • ' ^ i , ■ • ' . -. • - <^ » <r • • • . " , r . 

MONTAGE • ■ • . • ■ 

;il . 'b ' . '.iO/Ol-lO/l^/n^ • 115 . ■ 288 ' 11 \ MO • ' - . ' "27' . 4"28 • - ^ 

^_ ■ ■. • ■ — — ^— ■ — ^79 



STATION TOTALS-.' . ". . -.3.3 594 * 21 253 .■ - . 54 . * - 847 



Appendix A9. (continued) 



PILOT^TEST 
STATION DATA SUMMARY 



/ CORaU^ CHRISTI 



' SPOT - 
CAMPAIGN .VERSION DATES 



KRIS 



KZTV 



TVHH . TVHH . , TVHH 

STATION IMPRESSIONS STATIOI) ^ IMPRESSIONS STATION • IMPRESSIONS 
E}^POSUFft;S^ (1000s)' EXPOSURES (1000s) EXPOSURES (lOOQs) 




AlGN 
TALS . 



.4 i 

BROKEN 

I ; COORliS 09/17-Q9/30/77 ' 'l^ 

^ ' MUCHOS 
II' 'COLORES ^0/01-10/14A77 ' * 0 



V 



TVHH 

STATIOlT" • I>tPRES§IONS 
EXPOSURES (IgOOs) 



•141 



36 ■• 468 



16 



3.6 



468 



48 



208 



234 



67 



54' 



-817 



702 



STATIOIJ TOTALS , , 


'15' 




141 


72 


. . 34 ' 


,442 ' - 


^ 121 1,51^ 


EL PASO 




_ . ^i^VIA 




* • 

' . KISM 




■1 * 
\ 

KDacl 


CAMPAIGN 
- - li«LS 


k SPOT ' 
CAMPAIGN VERSION DATES v • 


STATION 
EXPOSURES 


TVHH . 

IMPRES^^S 

(1000s) 


. TVHH 
STATION ^ IMPRESSIONS 
EXPOSURES *'(1000s) 


STA'^ON 
EXPOSUJ^ 


TVHH 
• IMPRESSIONS 

t:s (lOoos^) 


TVHH- . 
STATION* IMPRESSIOMS 
EXPOSURES^dOOOs) 




MONTAGE , 

A . 09/17-89/30/77' 


\ - 

11 




168 


• 14 • . ' 224 ' 

' • ; , 


17-,^ 


: ; '226 


42 618 
♦ 


II 

• 


MOJ^TACE ^ 
C . , 10/01710/14/77 

— ■ t 


• * 9 




14,5 


14|' * 224' 


' 20 


^195 • • 

— f-T — - 


•43 564 ' 

• 

1 



STATION TOTALS 

o • 180 

ERIC , 



•20 



313 '\28 . 448 ,:^37 



421 ' 
f 



85 



1,182^ . 



181 



Apparidix A?* (continued> . ^ 



' HOUSTO?} 



KHOU 



PILOT^TEST ' . 
STATION DATA SUMMARY 




'KHT 



CAMPAIGN/ 

'SPOT ^ 
DATES 



BROKEN COOKIES 
09/17-09/30/77- 

II 
TOLL'ETi 
PAPER , 
MUCHOS ; * 

COLORES 

10/01-10/14/77 



. TVftH 
IMPRI 

EXPOSURES (IQOOs)' ' EXPOSURES (lOOOs) 



CAMPAIGN ' 
. TOTALS 



.A 



TVHH / T\mH TVHH 

^ X i. V/ 1' IMPRirf w> »-F*.»»*.*-v/-*» — — - -^ — __- 

EXPOSURES d'OOOs)!^ EXPOSURES (lOQOs) ^ • EXPO'SURES (lOOOs) 



•SPOT VERSION/' STATION IMPRESSIONS "STATION : I>^PRESSIo€ STATION IMPRfSSfojiS STATION • IMPRESSIONS STATION IMPRESSIONS 



.0 

•10 

-2 • 



. 0 ^ 

516 
129. 



7 



\ 2 



A64 

-l'2"3 

0 



70 



108 



108 



108. 



16 

.21 
13 



642 



831 



321 



. Station totals 12 
^Austin ^ 



. .SPOT 

! CAMPAIGN VERSION DAfES 



.,645 



10. 



58? 



17 



238 



324 



KTBO* 



KTVV 



KVUK 



TVHH 



TVHH 



TVHfl 



50 1,794 



CRMPAIGN ^ 

^ TOTALS ' 
^ TVHH 



STATION ' .IMPKKSSIO.^ STATION IMPRESSIONS STATION * •I>n^R>:SSIOtiS STATION IMPRESSIONS 
EXPOSURES' ilOOOs) ^LXPOSURE^ .(1000s) ' EXPOSURES (IQOOs) \__ EXPOSURES (1000s) 



MONTAGE . * 

A . • 09 /I 7-09/ 30/ 7^^ 



. ' ' ' ^ \ MONTAGE ' ' • • / 

.,11- ' 10/01-10/14/77 



id ^ 
•ERIC 



MGNTAC.E 
C 



ON TOTALS 



4% 



115 

9 

3 

: 4' 




22 

20 



,-185 

13,9' 
, 131 



2 
2 



26" 

26 * 

26 



-25 



23 



326 - 
168 . 



122 



61 



■ 455 ' 



* 'S 



7$ 



76 . 



655 



^1 



Appendix AlO 
" PILOy.TESJ 



AUDIENCE RESPONSE Bt MARKET AND CAMPAIGN^ • 



# BEAUMONT/ V ^WACO/ ^ ' CORPUS 



^ - PORT ARTHUR 



TOTAL response;, ' 



Within S>1SA^' 



1 



90 (lOOZ). 



71 (79%) 



TEM^l^ ~ CHRISTI ' EL VaSO ■ HOUSTQH' 



2l','(lOO%)' 



4 \l5'%^' 



,80. (;00Z) 



67 (84t ). 



27 (168%) I 136,(100%) 



14 (52%) I 123- (^0%) 



AUSTIft 



37 (100%). 



, 25 (68%) 



Within ADI- Metro' 



72" (8D%) 



20 .(74%) 



(84%) 



14- (52%) 



125 (92%) 



25 (68%) 



Withi<n API' 



81 (90%)' 



26 C96%) 



7& .-(98%) 



18 (67%) • 



'l33 (^8%) 



35 (93%) 



itBlde ADI 



9 (10%) 



1 -.(4%) 



9 (33%) 



12%I 



(5%)' 



PLGffTED RESPONSE 
VITHIN SMSA 



55 (62%) 



3 ^^1%) 



45 .(56 



-J 



10 (3^%) 



58; (43%) 



22 (59?) - 



Income 



10 (18%) 



3 (100%) 



1^ (-42%) 



5. (50%); 



12 (n%) 



3 tUX) 



Non-I.ovf Income 



45 (8f%)" 



0 ' " (0%). 



1 - - 
• 2)6 (58%y 



5 • (50%) 



46 ' (79%) 



19 



. "(^6%). 



1. Sn^A - Standard Metropolitan Statlstic^ai Areis as ci'efined'by the U;*S.* Gov'ernment 's'of f ice' of 
. Manageqjent ^and Budget* *' - ^ • • ,^ . • 

2. ^ ADI Metro - Gene4:ally corresponds- tg tha SMSA/ Siz^ dif f exenc-es are du-e to historical teXevisio 
* industry u^age' and dthejf market ing considerations ^uc^h^as charknel allocations * • 

3. "ADI - 'Area o'f Domipent* Influence is an area tUpt consists of all counties in which* the home- 

' maricet stations *Bceiv6 a. preponderance- of viewing. « * • - ' ' 

ERIC- . ■ ■ 
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.Appendix Ail 



. , PILOT TEST ' S 
RESULTS' OF PHONE •INTERVIEWS 
REACTION TO ''4 WAYS TO DISCIPLINE CHILDRElj};^ 



1. Read booklet? ^ 

-43 (a) Yes V. 

^ . • , 7 (b) No / , ■ • 

; . ■ - 

•>■' ," » ' ■ r., ^ ■> 

Boojclet was what you expfrcte4*to rfr^ive? " 



32 (k) Yes 
lA- (b) Htj 



/ 



Negapiv^ respondents expected tp receive: ^ ' - 

' . 7 (^) s*om^ing>longer - ^' . 
* - ' ' ^ ^ 4^**<4b) mori\. specific , concrete advice 
* 3 (by^^^aiTferent content- 

3, 'Reasons for requesting booklet ? ^ ^ 

10% (a) perceived' problein with own childreii 

t/" • ,25 (b) general interest with own ^children 

. • IQ * (c) 'grafidparent 

, 2 id) professional carej^^ker 

' 4. Favorable dv'e'ralA resgonse ?' . ^ ^ ' - ^ # , 

< 4 • ■ , 30- (^) Yes - " ^. 

J) '(b) NO 



^ <b) NO f • _ 
V| tc) Neut^l* • 



f 

5. J^ew 'i-n format" ioru ? . _ • .' ' • 

""T ' '. * • 

•■ . ■' 7 ; (a),-, Yes •. ; . , . ''• 

■■. • • '32. ih) No .. ■* . 

. 6." Shared booklgt ?,^ / 

■ - " ■■ *• ■ • ■ « ' 

^ . ^ ' . 3 (a) with spouse ^ v 

*^ ^ 8 .'(b) witJi n^rried\<rfTil4 - . ^ , . 

\'"5" Tc) with*' ot(ier houee * r 



Appendix All (continued') 



Positive Points: 



11 -(a) Si-ction on talking and listening 
^'5 .(b) 'section on setting limits 

1 » (c)* 1 Section on rewards 

2 <d). Section 6n punishment 
1' (e) ^simplicity of booklet 

• 1 (f) ' non- authoritarian ^one . • . 



Negative Points: 



»' 3 (a) Section on rewar:ds , 

1 (b)^.advic^ "not st^^ict enough*- 
4 (c) advice "to® vagu^" • 



8, Additional information wanted? 



3 (a) On spanking ^\ • " 
2 (b) On non-physical punishment 
2 (c) On child abWse 
^3 ( ij^^_^0c\ ^hy^eracti^ve chi Idr^gn 
5w (e) Orf pre-ve'rbal childre'n \ 
2 . (f) On teenagers 

y 



r 
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Appendix A12 



PILOT TEST - * 
, ' PESULTS OF PHONE INTERVlfeV^ * 
REACTION TO. "WHERE DO ADULTS COME^FROM" 



Read bookltt? 



17 (a>- Yes 
4 (b) No, 



•Booklet was what you expected to. receive ? * * 

^ 4 (a). ' Yes V 

. - - 10 -(b) -N'o« 

•Negative respondents ^ajpected to receive: 

4 (a) sotnething l^^^er 
^ 2 (b) 'Something to read to children 
^ 4 '(c) different content 



3. Reasons for •rogues tigg booklet ? 



, < ' ' .13 Xa) 'generally Interested with own children 

; '1 4 (b) grandparent. , - ' . 

^ ' * , 3 (c) professional 'caretaker 

. . 4, Favorable overall response ? • * • 



10 (a) Yes 
4 (b)* No 
3 . Cc) " Neutral 



New in forma tionti? 



1 (a) .Yes 
12 '(b) No 




6. Shared .bookie^ ? 

^ - 'l (^ 

' ' ♦ ^ 2 tbl 

<^ * 5 (c) with other house 



^ith spouse'' f ' 
[b; with married chi\d 



7/ Specific impression^? / . / , ^ 

/ 'l.,(ay positive r^ponse to section on sexutility 

/ \ 1 (b) 'negative jresports'je tp section on^'sexuali ty 

1" (c) poVltiVe tespJmse to section on sex roles 

'.-■■ '/• '• , ■ 

'-^ .'.IS?- ■ ■" 



APPENDIX B ■ . ■. . / 

* » 

^ . ^ TESTING OF EXISTING PRODUCTS ^ ^ 

. 1 7 D^ata Profiles, of Test Markets " . ' 
* 2)- Liaison Agency Orientation Matierials 
* 3 -'^ Station Data ^Sunbi^ries for ^"^^^ Tests 

4 - Station Data Summaries 'for Longj-tu^nal Broadcasts 

5 - Audience Response Data by -jField Te^ Market^ahi' 

' -Campaign m^.^ ^ ^ * , " ^ 

6 -i^ro^t Broadens t'Te3t Results {11/13 11 h'-l llljie) 
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JJATA PROFILES J^OR FIELD TEST ' \ 
AND LONGITUDINAL BROADCAST. TEST^MARKETS ^ 



MARKET PAIR 


ADI • 

ra:^K' 


STA-' 
TTOI^S 


ADI * 
TVHHs 


. ADI- 
POP 


SMSX 

,POP . . 


Sacramento, CA 
San Die^o^ CA 


31 


3 com 
4cof^ 


. 604,700 • 
' 517,300 . 


1,697,400 
1,441^800 , 


1,285 J 3^06 
1,357,8''54 


Fresno, CA 
Albuquerque, \TA . 


^ 73 
80 ^ 


5Con 
3com 


270,500 . 
22S,200 


8a5,300 
724,900 


..413,053 . 
315,774 


Memphis, TN \ 
, Birmingham, "AL . ' 


32 

48 ^ 


3com 
3com 


^507, 400 
395,5()ft 


l-,54»9,10tf 
l,13'9,lfV) - 


770;i20 


August,^ A * • 
Columbus, GA 


J08 
119 


3com 
3c on 


"157,900 
140,900 


■ . 502,000 
. 433,500 


253; 460 . * 
.238,584 . 


- Jarksonvil le , FI. 
Orl ando/Daytona ficach> FL 


. 

' 44 


3rQm 
4 con' 


* * 

299,000 
.425,500 


878 , 30Q 
1 ,180,400. 


528,865 

^•?n,no3 















SMSA // 
ADI. BtK 

76 55,632 
94 . -62,028 

\ 

51 '20,370 
44 \ 6,689 

- / ' 
50 /288,9I3 

65, 1-17,447 
50'.* 70,418 

55 6ai^ 

60 liar, 158 
3^ 62,338 



§Msi POPU^TION^ 



/ 



.BLK 



4.3 
4.6 

4.9" 
2.1 

°3'7 . 5 
29.4 

27.8 
28.6 



/ 22. 3 

L4. 6 



4 



M/A 



157,446 
174',209 

104,177- 
123,814 

4,370 
2,799 

2', 311 \ 



4.000 



12 

13 

Oi'6 
0.4 



157 



7,001 / 1..3 
7,952 l.'^9' 
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DATA PROFILES FOR TEST MARKETS continued 



1 



SMSA INCOllE 



!LARKET PAIR 


MI-DIA^N 


MEAN 


# BELOU 
POVERTY 


•% BELOW _ 
POVERTY " 


/A BLACKS ' / 
BELOW 
POVERTY 


BLACKS 
BELOW 
POVERTY 


if III k 
* "BELOW 
POVERTY 


% M/A 
^ BELOW 
POVERTY 


Sacramento, CA 


$ 9 934 


siT loq 

Y J. J. , ^ 


1 57 885 


12. 


2 


1 5 6A? 




30 770 




San Diego y CA 


10,153 " 


11>A35 


135,842 


10. 


9 

« 


- 12,688 


23.4 


24,484 


14.7 


Fresno, CA 


8,622 


9,901 


76,887' 


18. 


9 


8ill4 


41.1 


35,573 


34,4 


Albuquerque, NM ^. • 


9, '031 


10,370 


50,664 


16'. 


3 


2,185 


33,6 


31 , 8y 


25,9 


Meihphis, TN • o 


' 8,542 


9,981 


^-64,332 


21, 


9' 


126,605 


44.4 


622 


15.2 . 


Birmingham^ AL 


8,295 


9,671 


142,760 


19. 




84,444 ' 


39.2 


252 


9.2 


Augusta, GA' 


8,272 


9,321 


45,273 


19. 


4 ■ 


27,659 


41.4 


159 


' 9.9 


Columbus, GA 


7,475 


8,731 


50,386 


. 22. 


9 


29,948 
f 


46; 1 ■ 


628 . 


18.8 


Jacksonville , . FL 


8^71 


• 9,931 


89,717 


17, 


6 


46,614 


40.1 . 


671 


10.9 


O'rlando/Daytona Beach FL 


8,fe8A 


10,361 


60,777 


14. 


6 


. 27,566 


45.4 


' 936 


12.1 














" < ' , 
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Appendix B2 (continued) 



POSITIVE PARENT FIELD TEST dCJbP'llblTION MODEL 



S£qL/£CP ResponsAbiXitie^ 

^. I. Orientation and Training ' . 
• . 

/ 1. Implementation of Field' Tes'ts 

a, Introduction 'to 'SgDL • 

b. Explanation of Early Childhood Program-- 
c- Background: .j;^revilpus testing, research 

s trategie^-^'ftiH results 

d. Field T€rj[1r>ob jectives - , • 

e. Fiald/.Iist market profiles • ' 
* f. Fiel#Test methodology 

2. Cam^jjrfgn* Coordination . 
%.^^Troublesh0oting * 
, / .-tjid- and' Post-Campaign facilitator 
fntervj,ews 

II* • Materials and Campaign -Test Experience ^ 

1. Dubbejd- spot? v>ith lo'cW. tag^ 

1* Reproduced .booklets to accomprany sp©ts 
Cwith referAr^^e to liaison agency) 
' 3. Strategies A3r campaiign implementation 
#- a/ TV station data to initiate contacts 

b. Suggestions 'for initiatingvand maintaining ^ 
pood relations 'with media^ 
' 4. Assistance in additional promotion^ activities 

a. '- Coordination for ETV interviews . t 

b. 'Development of joint' press rele.ases 

III. Data Processing and Analysis /Dissemination 

~7 • , ^ 

/l. Station data 

2. Audience response data 

3. Distribution of •booklets (and any Agency mat«.) 
A. Final Evaluatioif Report . / 



Liaison Agency Responsibilities 
I. Orientation and Training 



H 
> 
H 

O 

I 



1. 

2. 
3. 



Designation ofc campaign 4facilltator(s) 
Designation of personnel for local 
iirff^lementation activities 
Additional suggestions for maxli^zing 
cooperation 



H 



> 



II . Campaign Iinpl^me|t'catlon 



1. 
2. 
3. 

4. 

» 

5. 
6. 
7. 



Securing local post office box / 
Supplying information fot? local tag / 
Faciitl^tor contact with local TV stations; 
(and^ith other media- Optional) ' / 

Dis^tri^ution and collection of tapes ^ ^' - 
Fqjwardi/ig audience response ^ ^ • 

Securing station b-roadc^st data' ^ 
jLocal PR: press releases to media ^nd 
to all interested offices (Optional) 



I H . . Campaign Results 

1. F^eedback to stations '(and media- Optional) 

2. Commendation of participating media '(Opt.) 

3. Loc^al PR (bptional)^ 




,191 



Appendix B2 (continued^* 



POSITIVE PARENT FIELD TEST TIMEI^INE 



LUISON 

AGENCY 

ACTIVITY 



JOINT ' 
\ ACTIVITY 



SEDL/EQP 
ACTIVITf*" 



19G 



DEC . 



JAN 



Review Proposal 
Q Designate Faci litator (s) 



Station Contact 
Advance Prt>motion 
(Optional) 



MARCH- 



E^rward • 
fudierice Request^ 



APRIL* • 
— 4- 



Collect 
St»ation 
* Data* 



k Orientation & Tjplning 



Campaign I 

on Air 
(2/26-3A25) 



MAY 



Forward 
Audience Requests 



Mid-Camp 
Assess- 
ment 



^ Pre-CajDpaign (Coordination 
• & Materials Developme^it 



Collect 
Station 
Data 



Campaign II 
on Air 



Process & I^spond • 
to Audience Requests 



Analyze 
Data 



Post-Camp 
Assess- 
ment 



Pi'ocess & Respond 
to Audience Req'uests 



Commend 
Stations 



JUI<E 



Analyze 
Data 



Final 
Report 



19G 



ERIC 
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POSITIVE PARENT LONGITUDINAL TIMELINE 



DEC 



^ACTIVITY 



JOINT 
• ACTIVITY 



SEDL/ECP 
ACTIVITY 



JAN 



Review Proposal Station Contact 



& Designate 



i Advance 



Facilitator Promotion (opt) 



FEB 



MAR. 



APR 



MAY 



June 



JULY 



AUG 



Forwar*d Requests/Collect & Forward Stati.on Data 



Orientation & Training 



Campaign I 
(1/^9-2/25) 



Pre-Campafgn Coordination 
•& Materials tevelopment 



Campaign II 
(3/5-4/1) 



CdDpaig^ III 
(4/9-5/6) 



Campaign IV^ 
(5/14-6/10) 



Mid-Campaign 
A^s^ssment 



^Campaign V 
^ (6/18-7/15). 



Campaign VI 
(7/23-8/19) 



Process & Respond to Audience Requests 



Analyze Ddta 



SEPT 



~1 

Post-Campaign 
Assessment 

I I - /> 



Comniend 
Stations 



Final 
Report 



\ 
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✓ 



^ MLMORATIDUM ()/F AGREEMENT 



r 



I 



:( 



* 



Project: Field Testing of SEDL-de\{eloped Television Publia Service Announce- 

Ma*€ 



Period; 



ments and Dissemination qf" Supportive Printed Materials 



V 



Statute: P. L.. 92-318 and 41 U.S.C. 252 (c) (15) 

This agreement is entered intr) on ^e day of 

between the * 



/ 



1977 



hereinafter callei the AgenJ^ ani' the 



hereinafter called the La^boratory. 



Vffl^REAS, tl:ie Early^hlldhood Division p# the Laboratory^, a non-profit educational 
Laboratory located in Austin, Texas^ is currently developing, producing, and 
researching the effectiveness of "Positive Parent," a series of television 
spots and booklets on se^lected parenting topics; dnd 
# 

WHEREAS, the Laboratory has developed and pilot tested both 30- anti 60-setond 
versions of ^tsr public service announcements ^ (PSAs.) for low incbme iparentp of 
young children and now-hesires to cooperate with sponsoring agencies in fjield 
testing certain of the TV spots and materials; ' ^ 



ITHEREAS, the ^^genty ha"s expressed an interest in the materiarls and desires to 
cooperate with the Laboratory in testing the materials, # 

NOW THERE!F0RE, the Agency and the Laboratory agree as follows: 



Period of Performance: , 

The work called for in this agreement is to be performed during the 
period 4^ • 

The Labo^torv shall: 

A.' Orient a representative of the Agency in the preferred implementation^* 
for campaign-testing of selected Public Service Announcements. 
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Appendix B2 (continued) * - » ^ 

.B. , Prepare* the campaign testirfg" materials in such a manner that the ' 
Agency is cited as , localt campaign sponsor, and provide sufficient 
copies of the campaign testing matirialg needed for 'the field 
testing activities. lAll car^ign videotape materials are .to 
returned ^to tl^e Laboraftory before tern\inatidn of the agreemSfntl 

C. Provide the necessary instruments fo^ the Laboratory to obtain 

"feed'bac^V .concerning the market impact of cairoaign materials , 

the field test design, and the .Agency-Laboratory liaison experience, 
' • • • 

D. Reimburse the Agency for expenses incurred in administering the 
campaign teat, renting a local post office box,* colle.cting data, 
and forwarding the data, to the L^bgratory. . ^ ' 

E. Provide the Agency a , copy of 'the teg-t 'resu»lts on termination of 
tJ^e .agreement . - V •* * * ' " 

The Agency -shall: - * * * 

A. Designate a representatiyie who will represent * the Agency in all 

\ matters pertaining to field' test activities. Such representative 
shall be responsible for implemen4:lng the test, collecting data, 
and f orwardin^the data the Laboratory -at various 'intfervals , 
and will be the person responsible for v^orking with local commer- 
cial television stations and implementing the campaign tests. 

i . ^ * ' ^ d . 

B. ^gree that it will not reproduce or establis-h any claim to statu- 
. toty copyright ot^ assert any right at common law or equity 'in any 

of the POSITIVE PARENT materials provided- the Agency wtiil^' per- 
. forming the work -described hetein. - f 



Release of Informatioa: 



All prepared releases of information to the news media and to 
periodicals regarding the evaluation of the laboratory's materials ^ 
and activities shall receive the prior* written approval 'of the 
Laboratory and the Agency. » , 



Termincttion: 



The Laboratory and the Agency reserves the right to terminate its 
commitments hereunder- upon thirty (30) days jjrior written notice 
of such termination^ 



Educational and. Privacy Rights: ' " ' •* 

• ■ • ) . .. 

The Agency ^d the Laboratory both agree to comply^with the applicable 

» . regulations and requirements of Title IVj^Public Law 90-247 (20 U.S.^, 

Par. 1232 g & H) regarding family educational and privacy rights -^in 
connection with the proposed field test . instruments . * 
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In witness whereof, the parties, hereto have executed^this agreement on t'his 

dav of . ' ,S?77. ' • * ^' ' . 


1 

* 


For the " . > For^ the ^ 

• k t • _L-- 


• 
• 


1 , 


• 


% 




Bv • • ■ . By. 


• * 






James lU Perry 

Executive Director • \ 


• 


V 










I 

1 


• 

• ' / ' 


• 


\ 


• 


t « X . - 

'■ . < 

• f 






• 

f 










? 

• 


• * 
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V Appendix B2 . (Qontinued) 



TV STATION CONTACT STRATEGIES > » ^ r / ^ - / 



Commercial* broadcasteirs are risq^iired by' tKe FCC'tto air a certa'^Ln amount' of 
public service programing • each ^'liuij^h.^-Bverx Tfeair -ra^o st^ti,on'*s- license _ 
contains a "minimum obHgatioh^'/ of V^^ii^ ^ej^^^ which 'the • 

station's actual programing— fs m^a juried. ^^^TfegaVd less of length an<l*whether ■ 
it pe pro^ramr or spot, each public service message counts as a single unit. 
Most stations iteceive far more r^c^uests for exposure than they hav^ time 
^available. Station programers, therefor^, report to cr^t^erla -(or random 
"choice) in making their selections to fill the public 'servi^ ^lots. In 
theory, the stations feel no obligation to any particular cause, 'but they - 
,do usually give some priority to local, requests, l^t-has b-een the elcperiefice 
of SEDL that, there are some additional \f actors* and strategies which will • 
assist an agdncy in obtaining air time and, indeed, laaximize the exposure 
which is i^eceived. ' ^ . 



Personal Contact , Public- service' campaign acpeals emphasize human need 



Statioft, Contact 



and r'esponse/ The imp le^nifct ion" mode chosen for *t^e.S£ 
types of campaigns is esp^c^Hy important .•^ Th^^e ,n^ds 
""to, be a degree of consistency "for tti^ campaign: fro^ 
campaign s^«ucture thrgrugh tone of advertlsin"^ messages, 
tfom contact with media through response tc audience ^ 
requq^ts^. There i;s absolutely no substitute for direct, 
personal contact with TV station programers. While mubh 
can be accomplished by, mail and by phone, a warm body ^ I 
renders the request for air time so much ciore individual^ 
and ^kely to make an impr^^sion. Y.ou become more than*, 
just another agency fa^e in ^^the crowd asking .for air 
time. In addl'tion to these benefits, the ^general area, 
of "parenting'' and the part4,cular POSItlVB PARENT 'topics 
lend themselves liell to* f^c^tp-face proposal. 




SEDL would suggest first .commiinieating by- mail and phone 
with'«the General Manager and station person in charge of 
PSA's at each stat:\on (of tentimes it i^^ the Program or- 
Promotions Director). Since th*s will be their first 
introduction to the'' pjroj^t , a general Cutline; or 
description far the campaign-tests should^ be sufficient. 
An appointment can* then be madi^to speak in person with . 
the^jjtation GM and'^to the PSA prbgramer.^ I»t may 
facilitate that meting to aJ?iow these persohsr a , preview , 
of the spots prior to ^our appointment. Naturally, thes'e.^ 
station, personnel will reserve fi»al station consent until 
after they have seoi^ the spots. ' ' . 



ERLC 
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4i • ' » • 



PSA Programer.s . Just fs valuable to -speak with the General Manager 

, . " ' or Sfat ion, Manager to rece^-Ve station consent, it i^ even 

" ' • . more important' to* intrpduce yourself to the programer who 

' I * wijjj. directly oversee the scheduling and, airing of, the 
\ ' spo.ts'. Should this person have questions, need an . 
, • ' ^ additional dab (copy) of a spot, or* encounter a p^roblem, 

• he will know you and how to get in touch gulckXy.* This 

" *^ . understanding will in-turn facilitate your efficient^ 
* communication with SEDL' should some need drise^. After 

the. first ;campaigri begins, i^t will be possible for you 
'to deal ^rtectly with the individual ptog^amer s usually 
* . ' jjy phone. * 




PSA Exposure D^ta -Although mai:k'et data ^3 not SEDL's prime^'^coftcerTJ 

these POSlTIVE'PAREliT Field Tests, we* will sYill bp'. 
^ tabulating audience response and (^^e'hqpe to receive 

V exposure estimates .from, eath station (see-^Airyig Lo^s" 
included in this packfetj . 'By knowing* the number of ' 
exposures and the airing' fiwes, we can compute Che 
, combined viewing audience for an* entire campaign. ^'^^ 
for each FSA campaign, when we compare fotal audience 
4 ' ^ , with number of write-ins, it is'po«sible to measure , : 

' ' spot "ef f ectiveness''\ "These estimate's of station- PSA 
exposure ^re 'generally not a problem for the programer 
if he knows in advance t^t we wOiilgf like to have the 
• . data. The request --swecpeejned coMl4^rably by . ^ 

guarante^Lj^g that each station will^ Irec^ive a^cop'y^pf 
the FinaiProj ect Report as-^^ell a^j^rftyflividual ^ 
commendation 'to the Broadcast Bujre^tu /f the- FCC. You 
•wopld be surprised ftow fasj: faces brjighten at the 
* • mention ^of/FCC commendation^ , ^ ^ 

Extra Benefits , In addition. to your ^dividual 'reiquests for PSA exposure 

time, station' per'sonfiel will be impressed by the high 
product^.qn equality far the spots, the message of the. 
< -"^ ^ spots and their rbeivsf if fo^ the station's viewarship. ^ 

' • , Take along copifes the booklets and emphasize that the'y * 

/ will l|p mailed free to petsons who write in after viewing, jjj^ 
• y , , spots, LikQwis.e, the station will be interested in ' ^ 

,the research aspects of the project and in', the fact that 
a state ^^ncy of your stature is endorsing the spots, 
. 1 implementing the campaig^n-tests , and 'of f ering a local 

^ If a^drpss f<5r audience response. ' . 
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Station . SED^ has been very impressed over the several market . 

Coof)eration ' . tests we have conducted, to find, in general, how 

© • • • ^-^-^T^ceptive and cooperative commercial television stations 

• ' \ , ■ • are with the POSITIVE PARENT camp^ign-tfeygts . They 

^ ^ 'appreciate iearjaing of out^ desire to 'use the'medium of 
^ ^ • ' •broadcast television' for cjreating an^ awareness in 
. \ , par^htii^g, as a cafemunication link to the dissemination 
* of additional Informatioix',, atid of our choic^ to use- 
, • their particylaj", s?tatlon .and market audience. The ^ ^ 
support of your agency acting in liaison vith SEDL 
shbuld' greatly iijcrease station receptivity to the 
, appeal .for POSITIVE, PARENT air time. ' . 





Appendix B2' (continued^ . 



PUBLICIW & PR6mOTION ' 



Programs 



News 




c 



The educatior^al TV, Qoromercial TV, and radio statifns in your 
market. may well offer the chance for interview and't,aJLk show 
coverage. The Program Dirfectors of these stanLons wouJ.d be 
the initial contact persons if you choose to puV^tj^ this ty^fe 
of publicity and proltiotion. 

' ■ 

Perhaps the most basic ^ coverage for POSITIVE PARENT and your 
ageficy' s, involvement centers, ^oucid the "newswor'thiness" of ^ 
the project. TlTe tnass media^'of television, radio, and news- 
pap^ers would welcome the opportunity to- afford coverage. 
Wi.th reference to *^news" and "feature articles", there are . * 
mariy avenues "of approach and, 'of course, your local - newspapers \ 
pr'esent, the most possibilities. General editor^ and specific 
editors of various pages or sectigns- (i.e-, /^Local", "Women"', 
"Education")* should be, more than willing to discuss potential* 
cover age. . * . % * ^ 



Newsletters 



A third possibility for POSITIVE PARENT promotion and pi^blicity 
e^isrts through mention and brief discussion of the campaigns 
and topics with inter-agei;py news organs- Your own in-house * 
newsletter presents the first possibility. Ad<irtdpnal news-^ 
letter cover,age may 'exist with other agencies lhac share a ^ 
priority for adul^ and* parent education or early childhood 
^du^ation. Letters or phone -cotriraunication coii^d likely set 
iip: this coverage- * , / 



4 

Obviously, it will not be possibfe to utilize- ail of these 'publicity and 
promotional outlets. We certainly do not ex*pect you to. What we do suggest . 
is that you weigh media accessibility, coverage potential (foremost for ft^r 
agejicy, secondly for POSITIVE PARENT), and the time and effort required to , 
purs.ue the additional activity. You can decide- begt what; you will be abj^e^ 
to' handle. At thp outset, decide what ext^a activity you wish to undert^i^e, 
find^out any deadlines involved, » and let us know if we cln assist. * 

In addition, please consider any agency print materials which can be included 
with the. booklet jnailouts. If y9u Jjave sufficient quantities (probably a few 
hundred for each campaign^, they cJR be-shipped to- u§ for dissemination prior 
to' th& first^ campaign. SElJL will also include an insert with t^e POSITIVE 
PARENT booklets which acTcrfowledges the support and cooperation of your agency 
for the project. - H 
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Appendix BZ (continued) 
PUBLICITY & PROMPT iiONAL 'QUIETS 




In several previous POSITIVE PARENT Field Tests, SEA Publip Information/ 
Dissemination Qfficers have served as. campaigft^ facilttators; other SEA 
facilltator^^ve remainejd in close contact wifh ag-ency PI/D persons before 
and diiting tW POSITIVE PARENT Field Tests. WitlVput Knowing the specific 
publicity and ^'promotional opportunities in. each m'^rket, SEDL offers the 



following gejf 



The Medium 



leralA^d 



dia and, messag'e* centers for considef atiou. 



Th.€!* Message Centers 



.TELEVISION: 



EducatioTial 
Commerciai 



f 



NEWSPAPERS: 

Dailies 
Weeklies 



0 



Interview programs * 

T^k sWs 

News 



- News pages' 

Wbjtien's pages 
'Editorial pages 

Letters to the Editor 

Edu'catioti page 

Opinion columns 

Picture Editor ° 



RM)IO^(AM & FM): 

Commercial 
Educational ,> f 
Ethnic stations 
Rock music stations* 



Interviews 
' iTalk programs 

Commentary features - 
*v Disc jockey programs 

Li-ve announcements 
- Community bulletin boards 



magXzInes/newsletters: 



Business & industry publications 
'City or state "slicks" 
Civic club newsletters 
Agency house organs » . , . 



Feature stories 
News columns 
News inserts 
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I 

POSITIVE PAREN^' ^lELD TESTS ^ 
sVation data SU>1MARY 



SACRAMENTO 



CAMPAIGN SPOTS 
I ♦ CIGARS 

II 



DATES 



KOVR-13 



kAv-10 



TVHH ■ . ' ' TVm 

STATION IMPRESSIONS STATION JiltRESSIONS 
EXPOSURES (1000s) EXPOSURES (J^OeOs)- 



04/16-05/.13/77 
MONSTROUS 05/28-06/24/77 



11 
2 



528 ' 
4l32' . 



432 
672 



> • CAMPAIGN 
. TOTALS 



STAftoN, AmPRESS'IONS 
EXPOSURE^ (IQQQs) * ^ 




20 / • 96D 
15/ ,1,104 \ 



STATION TOTALS 



20 



960 



18 



1,104 



J* ' 2',064 



SAN DIEGO 



Campaign spots dates 



KGTV-IO 



KFMB-8 



TVHH- . TVHH 

STATION IMPRESSIONS STATION IMPRESSIONS 



EXPOSURES (lOQQs) 



I..v.,^ MONSTROUS 04/16-05/13/77 



II 



13 



CIGARS. . .05/28-06/24/77 >16 



799 

282 — 



EXPOSURES (IQQQs) 



10 
13 



358 
419 



CAMPAIGN 
TOTALS 



TVHH 

S TAT ION I HP RES^ I ONS 
EXPOSURES. (IQQQs) ^ 

23 ^ 1,157 , 

29 ' * 701 



* STATION' TOTALS 

2.07 



29 



1,081 



23 



777 



52 



1,8^8 
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/ ♦ 



POSITIVE PARENT FIELD TESTS 
STATION DAJ^^SUMMA^ 



s • 

FRESNO 



KFTV-21 



4 



KJED-47 



CAiMPAIGN SPOT 
I . 



DATES 



- 4 TVHH ' " » T,VHH ^ 

STATION * I>1PRESSI0NS- STATION • IMPRESSIONS 
EXPOSURES (lOOOs) C ' EXPOSURES'^*<3t)00g) ' > ' 



• FAMILIA 04/16-05/13/77'^' 63''., \ . , . 86* /'^ ' 25^ 
• ... 

ALBUQUERQUE* • ' *, „ J » ; -'. , } 



,s 1 



309 



KOB-4 -I/' 



K0AT-7V 



kGGM-13 



. SfATION ^ iMpjda&SfOHS ^STAtrtcrfr^^Jf.^RES^iPNS^Ai;2:QN. ^ IMPRESSIONS*. STATION IMPRESSIONS 



jj/r J' ^VHH. 

^RAXiON . IMPRI 



CAMPAIGN 
" .TOTALS 



TVHH 

STATION. IMPRESSIONS 
EXPOSURES tdOQOs) 



86 



395 



. CAMPAiGN 
'TOTALS . 



TVHH 



CAMPAIG^^ SPOT DATES - -EXP0SMES ^Iw^) 



FAMILIA 04-/16-05/ 16/77 



lTION ^ iMP a&S fOHS ^STATICr&y'$tfRES^ipNS,,^A^^ IMPRESS! 
>0SMES ^lOTO^)^^ ^XPOSimEgligTOQ.O \ ^ ' g)^SUREfe\lOQOs) 



EXPOSURES (lOQQs) 



63 



1,038 



20'J 



f » 



210 



I 



Appendixes (continued) 
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POSITIVE PARENT FIELD TEST'S * 
- ■ STATION DATA SUMMARY 



MEMPHIS 



, CAMPAIGN SPOTS'- DATES 



WREG-3- 



WMC-5 



WHBQ-13 



CAMPAIGN 
TOTALS 



TVHH . TVHH . . ' ' TVHH TVHH 

STATION* IMPRESSI@NS STATION IMPRESSIONS STATIpN .IMPRESSIONS STATION" IMPRESSIONS 
EXPOSURES (1000s) ' EXPOSURES (lODOs) EXPOSURES (lOOQs) EXPOSURES (1000s) • / 



BEDTIME W30-05/27/77 19 
1^ 



713 



II ' GLASS 06/ 



11-07 AOI 



8/77 



,0 



148 



170 



11 



271 



2.0 



V 35 



1,132 



190 



STATION TOTALS 



19 



■713 



11 



318 



X2 



291 



42' 



1,322' 



BIRMINGHAM ' 



CAMPAIGN SPOTS 
'l GLASS 



WBRC-^ 



WAP I -13 



WBMG-42 



CAMPAIGN 
TOTALS 



da'i;es 



-TVHH - TVHH " . TVHH ' -TVHH . 
STATION IMPRESSIONS STATION ..IMPRESSIONS STATION IMPRESSIONS S!:ATI0N, fMPRESSIONS 
EXPOSURES '(lOOOs) ' EXPOSURES (1000s). EXPOSURES (1000s) EXPOSURES (lOOOs) 



04/16-05/13/77 9 * 



495 



39 



683 



83 



1,36'9'''- '131 



2,547 



II BEDTIME 05/28-06/24/77 14 - 



472 



32 



550. 



134 .2,352 



180 



3,374 



■ STATION TOTALS 

.211 * ^ 

ERIC 



23 ; 



967 



71 



L,233 



217 



3,721 



•311 



5,921 

2 
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POSITIVE PARENT FIELD TESTS 



STATION DATA SUMMARY 















1 






* ^ AUGUSTA 




WJBF-6 


* 

WRDW-12 






CAMPAIGN 
TOTALS 


» 

Ci^i^AIGN SPOTS 


DATES 


STATION 
EXPOSURES 


TVHH 

IMPRESSIONS 
(lOOOs) 


TVtiH - 
STAtJi^N ,*^IMPRElS signs 
EXPOSURES (lOOOfc) 


» - 


] TVHH 

'station impressions 

EKPOSURES (JOOOs) 


I PANCAKES 

II BREAKFAST 


'04/1^05/13/77 

rvc/oo r\£. I / Inn 

05/ ZorOb/ 1^/77 ' 


40 
50 


920 
1,150 ■ 


9 
13 


■ 65 
78 




49 
63 


985 
1,228 


STATION TOTAI* 




90 


2,070 


• , 22 


143 




• 112 


^ 2,213 


.COLUMBUS M 

w 

* 


• * 


< 

* 

WRBL-3 


WTVM-9 


• 

WYEA-38 


4s. 

t 


CAM^IlGN 

TOTALS 


CAMPAIGN ' SPOTS 


DATES 


STATION • 
EXPOSURES 


TVHH 

IMPRESSIONS 
.(lOOOs) 


STATION 
EXPOSURES 


T\J^H 

IMPtlESSIONS 
. dOOOs") . • 


TVHH 

SJATION IMPRESSIONS 
EXPOSURES (1000s) 


TVHH 

STATION IMPRESSIONS 
EXPOSURES (lOOOs) 


I BREAKFAST 


04/15-05/13/7/ 


18 


301 


44 


646 ^ 


Q A'^ 


71' 


990 


II PANCAKES 


05/28-06/2,4/77 


13 


1^9 . 


27 


469 


5 . ' 17- ' 


45 


675 

• 


STATION TOTAIs 


> 


31 ^ ' 


490 


71 


1,115 


■ 14 60 


116 


1,665 


213 . 










• % 




• * 
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POSITIVE PARENT LONGITUDINAL BROADCASTS 
STATION DATA ' SUMMARY 



ORLANDO 



WBDO-6 



WESH-2 



WFTV-9 ^ 



CAMPAIGN 
TOTALS 



CAMPAIGN SPOTS 



DATES 



TVHH. , . TVHH TVHH TVHH 

STA-JION IMPRESSIONS- STATION IMPRESSIONS . STATION IMPRESSIONS ^ STATION IMPRESSIONS 
EXPOSURES (1000s) EXPOSURES (lOOOs)^ EXPOSURES (lOOOs) EXPOSURES (1000s) 



I 


GLASS 


01/29-02/25/77 


0 


6 


3 


79 


ri 


PANCAKES 


q3/ 05-04/ 01/ 77 ' 


25 


1,004 


10 


249 


III 


HOUSEWIVES 


04/09-05/06/77 


13 , 


' 449 


8 


174 

. V 


IV 


MILK 


05/14-06/10/77 
06/18-07/15/77 


12 


328 


• 6 - 




V ' 


•BREAKFAST 
• 


50 


1,724 


0 


0 


VI' . 


CIGARS 


07/23-08/19/77 


41 


1,510 


14- , 


657 



11 


378 


14 


457 ' 


ll" 


465 




1,718, 


15 


544 


35 ■ 


1,267 


12' 


397 


; 30 


- 822 


13 


517 


63 


• 2,241 


1^ 


' 471 


69 


2,638 



STATION to'i;als 



141 



\ 



5,013 



41 ■ ."1,25^ 
i 



76 



2,772 




9 ,-143 



2V3 ' - 



J 
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POSITIVE PARENT LONGITUDINAL BROADCASTS 

- ^ ^ — ' STATION ^DATA SlifftlARY 

JACKSONVILLE ^ 

. . ' ^ *^ CAMPAIGN, 

WJKS-17 . WJXT-4 . WTLV-12 • UJCT-7 " .TOTALS 



CAMPAIGN/ ^ * ' TVHH . TVHH TVHH . TVHH TVHH 

SPOTS/ • STATION ^IMPRESSIONS STATION* IMPRESSIONS STATION IMPRESSIONS STATipN IMPRESSIONS' StATlON IMPRESSIONS 

- DATES EXPOSURES (lOOOs) EXPOSUREIS (1000s). EXPOSURES (1000s) EXPOsWeS (1000s) EXPOSURES (1000s) 

GUSS ' " ' " , . ^ . - • . 

01/29-02/25/77 11 127.' 11 -125- ' 24 • 469 .4' 16 * 50 ' 737 



, PANCAKES 

03/05-04/01/77** 12 , IZl 19 . 95 1> 163 5 "19 . -51 -44 



r 



-III , , ' • . . -■ • - " , ' ' 

HOUSEWIVES ' " . ■ , ■ . - 

04/09-05/06/77 12'-'' . 61 . 9 96 . 14 . 274 * 4 12 • 39^ 443 



IV 
MILK 



05/14-06/10/77 ^'n - 60. 1 '- 0 . 'l7 ^319 4 ' ' 12 Is 39l' 



BREAKFAST ' * . j ' ' » ^ 

06/18-07/15/77 15 ' , 55 / - 7 . 206 ' . 20* 339 % - 139 ' vi6 739 



VI , 
CIGARS 

07/23-08/19/77 . .2 . ** 6 10 129 ■ '6' 139 ^ --9- 27 21- \ 301 



1 



STATION TOTALS 63 -480 . 57 6$1 ^ -96 , • 1,703 30 ■ 225. • 2^6 , ' 3,059 



r 



Appendix B5 - ' 

POSITIVE PARENT FIEU) TESTS 
AUDIENCE RESPONSE BY MARKET AND CAMPAIGN 



SACRAMENTO. 
I II 




II 



MEMPHIS 
I II 



BIRMINGHAM 
I II 



J 

TOTAL RESPONSE 


117 (100%) 


65 (100%) 


p147 (100%) 


60 (100%) 


• 

112 (100%) 


54 (100%) 


p-- 1 

• 95 (100%) 


337 (100%) 


Within SMSA"^^ 


65 (56%)' 


33 (51%) 


^ 

143 (97%)'* 


* 

57 (95%) 


85 '(76%) 


A37 (69%)" 


84 (88%) 


^ 262 (78%) 


2 

Within a6i Metro 


• 81 (69%) 


42 (65%) 


)AZ (97%) ■ 


57 (95%) 


, 86 (77%) 


41 (76%) 


85 (89'%*) 


267 (79%) 


With^ADI^ 


106 (91%) 


55 (8*5%) 


143 (97%) 


57 (95%) 


102 (91%) 


'48 (89%0 


« 

89 (94%) 


289 (88%) 


Outside ADI 


* 11 (9%) 


.10 (15%) 


. 4 (3%) 


3 _ (5%) 


-io (9^) 


6 (11%)' 


6 (6%J 


39 (12%) 


PLOTTED RESPONSE ' 
WITHIN SMSA' 


64 (98%) 


30 (91^) 


143 .(97%) 


57 (95%) 


— m 

"79 (93%) 


32 (86%) 


76 (90%!^ 


^^225 .(86%) 


Low Income 


1^ (22%) 


3 (10%)' 


33 (23%) 


13 (23%) 


^ 17 (22%) 


8 (25%) 


37 (49%) 


94. (42%) 


Non-Low Income 

: : . 


50 (78%) 


27 (W) 


110 (77%) 


44 • (77%) 


62 (78%0- 


24 (75%) 


39 -(51%) 


131- (58^ 



\ 



ERIC 



1. SMSA - Standard Metropolitan Statistical- Areas as defined by the U. S. Government's Office of Management and ^ 

Budget^ . ' ^ . ■ ^ ^ , . 

2. ADI Metro - Geperally corresponds to the SMSA. Size differences are dye to historicj^al television industry ^ 

usage and other marketing considerations such as channel allocations.^ ^ 

^ ' . ; ^ , '220 

3. .ADI - Area of Dominant Influence is an area that consists of all counties in which" the home 'market stations 

receive a prefjonderance of viewing. * ' * ^ 
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POSITIVE PARENT/i'IELDi TESTS 
AUDIENCE RESPOKI^E BY MARKET AND CAMPAIGN* 



AUGUSTA, 



II 



COLUMBUS'* 



II 



FRESNO ALBUQUERQUE 
I I 



TOTAL RESPONSfi :/ 


93 (100%) 


no' (100%) 


90 (100%)' 


/' 

93 (100%) 


3 (100%) 


1 (100%) 


Within SMSA 


50 (54%K 


CO / C 0 *y\ 

58 (5J%) 


» J/ CAlAJ 


1 






Within Alil Metfo^ 


57 (61%). 


'65 (59%) 


N 

37 (41%) 


36 (38%) 


2r (66%) . 


^ 0 (0%) 


Within API^ 


76 (82%) 


'88 (80%) 


58 (64%) 


59 (63%) 


3 (100%) « 


. 0 ' (0%> 


4 

Outside ADI 


17* (18%) 


22 (20%>- 


• S2 (36%) 


34 (37%)* 


. 0 (0%)' 


1 (100%) 


PLOTTED RES'PONSE 
WITHIN SMSA 


39 (78%) 


42 (72%) 


35- (95%) 


33f' (92%) 


' . 2 (100%)^- 


•0 (0%)- 


iow Income ' 


5 (23%) 


. 16 i38%) 


.12. (34%) 


14 (42%) 


0 .(0%)' 


-■ 0 (0%)" 


Non-Low Income 


30 (77%) 


r26 -f«f)"" 


1 ^ (66%) 


* 

19 (58%) J 


2 .uao%) 


0. -'(0%). 



. SHSA - Standard Metropolitan Statistical Areas ^s def/rfed by the U. S'. Government's Office of " 
Management and Budget. , ^ , - 

2. ADI Metro - ^^erally corresponds to* the SMSA. Size differences are due to historical televisio 
industry usage and othet marketing consideratibns such as .chahnel allocations. 

3. ADI - Area of Dotnlnant Influence is an area that consists of all counties in which the home 
raarlcet statixins reoeive -a preponderance of viewing. ' . 
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• ^ .APPENDIX C 

, " , ^PRODUCT 'marketing PLAN * 

' . <^ ^ 

^1 - Local J^encies Purveyed for Product 
* Distribution Demand 



> 



Natl^olial Sources to Receive Promotiojial 
^ Materials, • • ^ 

• ' • ' % 

3 - Product Promotional Fl^er^ , 

4 - Promotional N6w^ .Release 

X ... 

,5 Marketing Survey Resultsa^ Estimates^ 
of "Ideal" Product Demand . - 

6 ^ Marketing Survey Result$: Estimates 
of ^kear' Product Demand ^ 



Appendix 01 

LOCAL AGENCIES 
POSITI\iT: PARENT MAEKETING SURVEY 



Department of Public Welf 

* ' *•'-»■; 

1. Protective Services 

2. Financial & Social programs ' 
I 3.' Child Abuse Information 

^. . 

'* ^i^d Develppment C6nsultation 

5. .Foster Hdme Development 
^ B. 'Texas State Department of Community Affairs ^ ^ 

1. Eatly Childhood Division 



2. Youth Services Division 

C. " Austin State Hospital 

. 1. Child Psychiatry 

2. Family Therapy * 

3. t^arent Korkshc^s 

/ • . • 

D. Texas State Department of Mental Health-Mental Retardation 

1. Children Services , . 

2. Au&tin Parervt-Child Association 

E. Health Def)artments 
1. *Avstin/Travis County Health Department " , % 

V aT Rehabilitatfon Theraptts 
f2. City. Health Department 

a. - Health Action Services 
\ 

b. * Rosewood Medical Clinic * - 
'3. • Texas State Health Department 

^ a. Austin Evaluation Center 

;b. -Maternal Health & Family Planning \ - 
c^, Child HeaXt*. ^ » ^' 



J 




Appendix CI (continued) 

•F. Texas Education Agency ' * 

1. Elementary Education . ^ 

^ ^ 2. [ Student Services 

* • 
. f3.» Homemaking Education ^ 

■, ^ 

4. Migrant Education 

« * y 

5. * Program Planning & Approval ' 

G. Austin Ind.ependent School District' 

1. Visiting Teacher Program 

2. Parental Involvemen^fSpeci^list 

3. .Kindergarten Teacher 

♦ 

4. Kealing Infant Center 

H. Texas Agricultural Extension Service 
f 1. Family Life Education 

r . - ■ 

I. Universities . ^ ^ 
1. University of Texas 

a. Resource Center on /Child Abuse and Negl 

b. Adult^Performance Level Project * 

c. School of Nursing . , 



d. Departiient^ of Educaticmal 'Psychology 

^- . ■ < , r 

e. Hope Eccjnomics and Child Development 

f. Department 6f Psychology 

g. Speech and Hearing Center 
Sputhw^st Texas State University 

* a. . Home Economics Department , j 

Austin Community College 

a. Student Services ^ 

b. Child Development Program 

225 



Appendix CI (continued) 

j 4. San 'Marct)s Academy . • 

^ a. Dean of Girls 
J. l»ocal Groups * 

1. Teenage^ Parent Council ' ^ 

2. La Leche League 

3. Home of the Holy Infancy 

a. Maternity Res id en?fe 

/ 

b. Foster Cate 

4. Child, Inc. 

^ 5. Austin Parent-Child Association 

6. • Austin Communitiy Nursery School 

7. 'AustjLn Child Guidance Center 
, 8. Chil>d and Family Services 

9. People *s Community Clinic 
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Appendix C% 
t 

NATIONAL SOURCES 
FOR POSITIVE PARENT PROMOTION' 



Academic Press, Xnc, t 
New York, NX 



Assn. of Childhood Educators Int'l. 
Washington, D. C. * - 



ACLD News briefs 
Pittsburgh, PA 

Action for Children's Television^ 
Newtonville, MA 



American Academy of Pediatrics 
Evans ton , IL 



Elementary School Guidance Counseling 
American School Counselor Assn.* 
Washington, ^D. C. 



Inst^ute of/O^en Education 
Aijtioch Graduate Center 
Cambridge , MA ^ 

Behavioral Publications, Inc. 
^'New York, NY « 



American Balxy 
New York,, NY ' 



The Ef C. Br 6w^ Foundation 
Portland, OR 



American Dental Association 
Chicago, IL 



American Heart Associati 
New York, ?1y 



4 



CamtVridge University Press 
New York, NY 



Capitol Publ i cat ions 
Washington, D. C. • 



American Home '^ponomics Assn. Caring 
Washington, D'. %► ^ ' Chicago, IL 



American Humane Association 
Children's Division 
Denver, CO 

•American Medical* Association 
.Chicago, IL 



Cartel 
Austin, TX 



Child Care Resource Center and Libfar 
Minneapolis / MN 



American Psychological Assn. ^- Inc. 
Washington, D. C. * 



American School Health Assn. 
KentT OH 



Child Develop^lent 
University of Chicago Press 
Chicago , IL 

Child Herald • 
Washingt<?n, *D. C. 



22 i 



, Appendix C2 (continued) * 



Child Study CenteV 

State University. College* at Buffalo 

Buffalo, NX . ' * , 

Child Study Center 

Univ. of British Columbia' ^ 

Vancouver, BC, Canada 

Child Welfare League ol America 
New York, NY 



Cystic" Fibrosis Research Foundation 
Atlanta, GA 



Da^ Care and Child Development Council 

of America, Inc. 
Washington, D. C. 

Department of Education 
Boston, MA • 



Childr en's Book Council, Inc. 
New York, NY 

The Children's Foundation 
. Washington, D. C. ' 

• ♦ 

Children's House 
• Caldweli,^NJ 



Dissemination Center for Bilingual 
fiicultural Education ^ 
Austin, TX 

Early Childhood Education , Resource and 

Training Prograjn, Inc. 
Holyoke, MA 

* * 

Education Commission of the States 
Denver , CO 



Childcare Switchboard 
San' Francisco', CA 



Children's Television Workshop 
New York,. NY ' 



C^ser Loot 



'Closer Look 
Washington, D. C. 



Educational Products Information Exchange, 

Institute 
New York, NY 



Educational Testing Service 
Princeton, NJ 

Education U. S. A. '^Newsletter 
Washington, D. C. 



♦ Columbia University 
New'York^ NY 



(fordon and Breach Science Publishers, Inc. 
New- York, NY j 



The Council for Exceptional Children 
Res ton, VA 



Frank Porter Graham Center 
Chapel Hill, 'NC 



Council on Interracia-l Books for 

Children, Inc. 
New York, NY 



csp; 

Berkeley^ CA 



Great Plains National Instructional TV 
Lincoln, NB 

Gulf Coast Association' on Yourig Children 
Biloxi, 'MS 
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ppendix C2 (continued) 



Ray Harper 
Bridgewater, MA 



Head Start Resource & Training Ofc. 
Northern Califo*iJnia Area 
San Francisco, GA 

History of Childhood Quarterly 
New York*, NY ' 



Ann Kern, Editorial Coordinator 
Materials Acquisitions Project 
San Diego, CA 

Media . Projects , Inc . * 
New York, NY 



The Merrili-P^lmer Institute^ 
Detroit, MI - 



The Home ,and School Institute, Ina. 
^ Washington, D. C. 



Human Science Press 
Ne'w Yoi^, NY 



Minnesota Assoeiation for the Education 

Young ChiWren 
, St.' Paul* MN ^ . ■ 

NACSAP Newsjettej- 
-Wastiington, C. 



Impact 
Austin, vTX 



Institute for Responsive -Ed . 
Boston, MA 



, Instructor 
, Duluth, MN 



Journal Press 
Provincetown , ""MA 



Learning 
Boulder, CO 



LINC Leadership Dev. -Program 
Greensboro, NC 



Marriage, Divorce & the Family 

New<rletter 
New York, m ' ' 

Bureau of Curriculum Services 
Massachusetts iJept . of Education 
Boston, HA . * 



National Association for' Child Develop- 
ment and Education 
Washington, D.- C. 

, ^ National Association for Gifted Children 
fC in c inna t i , OH * * 

National Association forr Mental f^altli ^ 
Ar\ingtor\, VA 

National Association for Retarded Children 
Arlington, VA 

/ 

National Association for the Education of 

Young Children 
W^Riington, D. C. 

Natiorral Association of Early Childho^ ^ 
Specialists in State Dapts'. of Education 
Je'fferson City, MO ' , . 

National Center for Child„ Acfvo.cacy 
Office of Child Develbpilient -^^^ 
Washington, D. C. \^ ^ 

National Center for Law 
South Bend, IN 
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Appendix C2 (continued) 
,Nat'l. Center ^or the Brevi^ntion & 


Parents Anonymous ^ • " 






Treatment of Child Abuse & Neglect 


Redondo, CA 




- 


Denver, CO 






• 


National jCominitteie for Citizens in 
Education 


Parent Cooperative Preschools, 
Quebec, Ca,nada f 


IntT'l. 




Columbia, MD ' / 

National -Committ^ on the Education. 


Parent's ^Magazine 




\ 


of Migrant Children 
New York, NY 

National Congress of Parents & 

Teachers* 
Chicago, IL ' • * 


Bergenfleld, NJ . - ^ 

• 

.Parents Without "Partners, Inc. 
Washington, D. C. y 


9 




i'National Council on Family * ^ 


Pergamon Presp, Inc.^ '^^ 






MiAn^polis , .MN 


Elmsford, NY 
» " ^ ^ 






National Easter Seal Society for ^ 


Albert J. Phiebig, Inc.\ 






Crippled Children and Adults 


White Plains*, NY • 


* 




Chicago, IL. 


<* 


• 




National Education Association 


Phy. Ed.- Corp. 


* 


• 


, Washington, D, C^ 


' BostSn, MA 






National Foundation/March of Dimes 


'» 

Pittsburg Area Preschool Assn. 


Pub/Lication 




White Plains, NY 


p.ittsburg, PA 
« > . \t 






/. ^ 

National Instructional TV Center . 


Plus Publications, Inc. 




• 


Bloomington, IN 


' Washington, D. C. ^ ^ 

J 






NY Fara:^ly Counselors Inst. 


Psychology Today 






New Hyde Park, NY 


Boulder, CO" 






Office of Child Development 


Allen Raymond, Inc. 






Department of HEW 


Darien, CT 




< 


Washington, D. C, ^ 


) \ 




1 


Office Education 


Society for Research in Child 


Development 




Washington, D, C. 


Chicago, IL 














. ^rallel Program 


^Southern Assn. on Children Under Six' 


• 


University of Delaware 


Little Rock, AR . 






Wilmington, I5e - 




> « 








• 


ERLC , 


230 




• V 

'. * 

• 



Appendix C2 (continued) 



Teacher "Subscription Sarvice 
Cos Cob, CT 



Texas Department' o^ Health Resources ^^ 
Austin, TX 



Texa? Information Service 
Austin, TX 



Today'-^ Childf Newsj^gazine 
Roosevelt, NJ 



Home and School Institute Newsletter 
Washington, D. C 

University of Chicago Press 
Chicago, IL ' . • • 

University of Georgia / 
Athens,* GA 



Publications Office/iREC ^ , ' 

University- of Illinois 

Urbana, IL ' " • , 

TLRC . , ^ . . \- " ^ ' ^ 

Austin, TX ' ' . . * 



U. S. Committee for UNICEF. 
New York, NT ^ 



Superintiendent of Documents > 
Washington, D.-C. ' i " 4r 



Work, Inc. Newsletter 
^ Halyoke, MA 

Workshop Center for Open Education 
.New York', NY 
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. * . Product Promotional Flyer 

ERIC , . " , 2Xi . ; . . ^ 



- ^pperiflix^CA - Promotional News Release 



Southwest Educational Development Laboratory. for immediate release 

711 East 7th Sfreet,Ausbn,Jexas. 18701; . . \ . • • . . 

cio//i7a.«m;i -i. CONTACT BILL BUTTS, COMPONENT COORDINATOR 
512/476-.6861 . V • , 5^0^. EXT 208 ' • " * 



'.J POSITIVE PARENT , ^ 



Everyday', in' our homes, neighborhoods, and communities, spmething 
is liappeniiig that is,;v^y ita^^tant to all of us. Something to^ which 



we^ay be so accustomed tltat HIny of u^ never give^t. a second^ thought . 
SotoethifTg that talces~time, love, skills, and knowledge — .skills and* " 



knowle^«^\rfiich we too often assume 



' Everyday, all around us, thousands of children are -growiag into 

. - ^ 

-^^dults*. And everyday^ tjiousands of parents and relatives, friends and 
' ' teachers, are trying to help .these chij.dren grov? and 'learn and develop^' - 
* It's'an important responsibili.ty and it can be made easier by^gaining 
more information about 'the kndwledge and skills tHat i>arenting requiret/- 

\^ - ^ A project called POSITIVE PARENT can be ofassistance to con- ' . • 

cerned parents and ]^^enting professionals. Supported with f^iftljng from 

the ^rational Institu^ o!^\d(uca^ (NIE) in l^ashington, D.C» and developed^ 
^ ' / ' ' ' ' . « ' 

by 'ijhe Early Childhood Program «at Southwest Educational^^^veldpment 

Laboratory in Austin, Texa*; POSITIVE PAJIENT is'^ seriejS of television 

' ' • . / ' . . ' ^ . % 

spot annouriciments andyrelated B6(5klets which help to increase^^aj^areness 



of certain 'parent ing pra ctices. Each of the spots^and bcJbklefs' deals 
with a specific parent:ing*\^f)ic. The topics* deal with' such issues as 

O ■ , V. * •. -• . ■ ■ M 

3 read to your child' and' how t'o h^l^S your^child^n cope with frustrb- 

* tibn. *A11 of the booklets and spGK^s have been *tes ted ^nd evaluated 

* *with parents in ''several a^eas of>^e country. ^ - ■ 



(MORE) 



1 



wg already. poBse&S, ^ ' «t "^^^'v 
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The POSITIVE PARENT TV Sp^ts 



. home sit'ua^^^ol^nd foe 



Each of the TV spots presents a home sit'ua^o» and focuses on a 
specific parenting skill.. The spots are multicultural, featuring Black^ 



• WK^ite, oi; Chicano f aijdlies . Sometimes a negative situation is 

-% ' ■ ♦ ' • ^ 

one which certain parenting skills should improve. Other situations 
show parents successfully -using parenting skill^ to help their , children. 

The home situations', injgome ^ses,' show a problem and' ask viewers fot r 

r 



n ^ c 

* ' theTf Qwn solution. Others ^||ppare • p^renting^ s^en^<ftis ,an4. weakness 
^fi^t spots provide strong visual exaaples.of opportuni.tl^s tt) apply 
reqlpmmended^ parentiag practices. \ * \« * ♦ " 

Th& positive' PAIRENT TV Spot§ ar^ designed to be used in sev^t»2* >. 
differeht ways. The epots' can be ^jroadcast'as tfelevision ^qblic serv^ice - - 
^ • announcements- (PSAs) as well as serve iijgtnaay nan-broadcast app^S^catiops , 
jsuch as discussion materia ioij^ panerit education' groups * / > 

Community service organizations can request that'.l^a^ VJ stations 
^ir the POSITIVE PARENT spots as P$A^^. ^ Ail 'of th^e POSITIVE fJm^^ spots , 
are available in two lengths: 30 seconds' and 60 seconds. This givfes 
'.stations more ^fexibility 'in airing the pSAs. , Each spot is designed- ^ - , 
t«^nd with a message -r or^ closing tag — that identifies the spphsori^n-g ^ 




*.orga|||^^ 



ion . 



The POSITIVE PARENT spdts are also available without , the Closing tags. 



IrC this form,''' the spots xan be used as discussion sta^rtecS' ,pr las a. part 



sV* For 



of training activities in the ciasjaroora, wdckshops or s^mmars^ For any 
of these^kinds of uses, the spots a i-e available 'on video cassetfre. 

♦ - 



FRir 
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/ 



The POSITIVE PARENT Booklets . _ 

f » • 

Eaph of the POSITIVE PARENT booklets deals with a specific parenting 

topic, Desi-gned -to reach a multicultural audience — .Blacks* Chicanos, 

* ^""""^ ' 

and Whites. — the^ booklets Van help supply information to help parents 
better vij>derstanH the part 'they play in their children's development-. 
Each booklet* includes parenting suggestions and tips related to the topic 
being discussed. Since i^ost^arent? don't 'have tfhe time either to read ^ 
lengthy booklets or to practice complicated techniques? the booklets^ 
are shorthand the suggestions realistic. The bcipklets are written o;i 
a2,6th- to 7th*-grade reading level, and include a variety of photographs 
to compleiaent the content. « ^ 

*' 'There are several ways to use the POSITIVE PARENT booklets. An 
*agency or ^oup can offier the booklets to the public by means of the 
*PSA broadcasts. Each POSITIVE ^j^ENX spot , can he Yepro^uced to end with 
.t«g information i^hich allows '*the pubiic to obtain a copy of the specific 
booklet. Or, the booklets ccLn^^e dist|:ributed ^nd used separately from 
€he televised- annou-ncements.^ They can be used'as •^uifplementary materials 

in parenti^n^ programs or workshops.* The booklets are also available to 

^/ - f 

• any interestie^d individual. ^ • ' 



*|>OSIXIVE PARENT and Your Program ^ 

■ The POSITIVE PARENT TV 'fepqts and booklets are designed to, be used m 
several ways.. These materials are curcently available from the developer 
Southwest Ediidatipnal Development Laboratory. For more information about 
' -POSITIVE: PARENT iisp in your progrpy, contacf: POSITIVE PARENT, c/o 'SEDL, 
Mli^E. T^TstTT^stin, Texas ^8701, 512/476-6861, ext. 208. 
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MARKETING SUR\^Y RESULTS^: ESTIMATES OF "IDEAn" P/ROmJCT' DEMAI>JD 



AGENCIES SURVEYED 
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Department of Public Uelfare 
Protective Service 
Proteiitive Services 
Financial & Social Program 
Child Abuse Inf ormatioit^ 
Child Development Consults 
Foster Home Development 

Texas Dept. Community Affairs 
Early Childhood 
Youth Services 

.Austin State Hospital 
Child Psychiatry 
Family Thera^py 
Parent V/orkshons * 

Texas Dept. MH/IIR 
Children Services 
Austin Patent-Child Assoc 
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-AGENCIES SimVEYED 



^Austin/Jravis County l^ealth 
Dept. / 

Rehabilitation Therapies 

City Health Department , 
' Health Action Services 
Rosewood Medical Clinic 

Texas State He^th Department 
Austin Evaluation Center 

Texas Education* Agency 
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Appendix C5 (continued) 
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AGCNCinS SURVFYFD 



Local Groups 

TTeenage Parent Council 
La Leche League 
Home of Holy Infancy 
Child, Inc. 
Austin Parent-Child 
Justin Community ^ ^ 

^^ursery School 
Austin Child Guidance 
Center 

, Child & Family Service^ 
/ People's Community Clinic 
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MARKETING SURVEY RESULTS: ESTIMATES OF "REAL" PRODUCT DEMAND 
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AGENCirS StT^VEYK D 
1 ' 
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Appendix^D 
POSITIVE PARENT 
CONSUMERsl^ 



(6/1-10/31/77) 



'Mesquite I.S.D. 
405 East Davis - 
Masquite, TX* 75149 

20 cc Expect, Read, Help, Pay 
Atteny.on, Nifios i^- 
©rdered 10731/77. 



Berkeley Unified School Distrije^ 
2600 8th St. . ^ 
Berkeley, CA 947 10 

30^cc 9 titles . 
Ordered 10/31/1^7 ^ 



Siiwannee River 'Counseling Center 

P. 6; Box 778 

Live Oak, FL 32060 

15 cc Practice, Help, Children, 
*Pr^ise 10 cc^Expect, Talking, *" 
Read, Pay Attention, Be 'Consistisnt^ 
Ordered 10/31/77 



The Infant Program 
Valley Mental Health Center 
603 E. Broakway/ 
Morgantown7""^7Vs. 26505 ' 

- \ * 
XQ cc all titles 
Ordered 10/31/77 



Bowlder .Vall^y^ School District 
6500 East Arap'ahoe 
•Boulder, CO 80303 

350 cc Read 

Ordered 10/28/77 ^ ' 



Al^fchua Elementary ScHool 
P.. 0.^ Box 68 
Alachua, FL 32615 



* Purveyed by phone , 
October, 1977, as to 
prodij^ct utilisation 



20 cc Practice, Read, Help 10 cc - 

Expect, Talking, Pay Attention, 

Children, Praise, Be Consistent 

Ordered 10/28/77 



.Family Training Center, Inc. 
P. 0* Box 4664 

.Glasgow AEB, Montana 59231 — • 

10 cc' Practice, Help, Pay Attention, 

Praise ^ 
Ordered 10/28/77 - 



Trflkup Public Schools 

0. Box 607 * 
Troup, TX 75789 

li cc Be Consistent 
Ordered 10/28/77 



Burlington Township Board of Education 
Fountain Avenue' ^ ^' 

Biftrlington, NJ 08016 - . 

3 cc 8 titles (no Nifios, Pay Attenjtioji) 
Ordered^ 10/26/77 * • ^ 



Dallas I.S.D. 

School Administration Buildings 
2700, Ross Avenue 
Dallas, TX 75204 ^ 
"Ms . Marr 

500 cc 9 titles 
Ordered 10/24/77 



Charter daks School 

30 Barkfer St. 

West Hartford, CT 06110. 

Dr. Alex Nardone 

5Q cc 9 titles, 25 cc Ninos 
Ordered 9/27/77 '"^ 




Appendix D (continued) 



partment of Family Life* Education 
257 East Onondaga St. 
Syracuse, NY> 13202 
Sr. Mary Steves, Parent EduC. Coord. 

li cc 9 titles 
Ordered 10/25/77 



National Alliance Concerned, with^ 

Scho(J"L Aged Parents (NACSAP) 
7315 Wisconsin'^Ave. , //211-W 
Washington, DC 21104 
Ms. Betsy Leigh 



Rene P^na 

^21 East 'Peter St. 
Mittktitg, 'TX- 78539 

--6^;;cc Los Ninos 
Ordered^ iO/l8/77 



Board of Education of Calvert County 
Prince. Frederick, MD • 20678 

3*0^c '9 titles 
'Ordered 10/13777 



600 cc all titles 
Ordered 10/5/77 



* Ms . Janet Juban 
PAFLE Chairperson 
12123 Mossycu^p 
Houston, TX 77024 



0 cc fif^t 8" titles 
rdeted 10/21/77 



Dr.^ Mary. Virginia Peaslee 
Early Childhood Education Lab 
Florida S<Vuther^ College 
Lakeland, FL 33802 ' \ 

40 cc Pr^^c^I^ice, Talking,^ Read" 
Ordered IQlllIll j ' 



Indiana County Child Day* Care 

Program Inc. 
Box 243F R-5 #3 - 
Indiana, ,PA 15701 ^ 

10 cc 9 titles ' 
Ordelai 10/12/77 



Paranting^fuidance C-ent^r 
14(^9 Summit Avenue 
For t Jiorth, TX 76102 ' 
Srs. Courtney Fox 

101-* cc all titles 
Ordered 10/^2/77 



Mental Health Mental Relfardation 

Center for Greater .We§i Texas 
244 NQtth Magdalen \ . 

San/Afigelo, TX .76903 I 

, • r 

12 cc' Talking, Help, Pay Attention 
•Ordered'lO/21/77 ^ ) 



.4 Project Follow Through 
2106 10th:iAvenue 
Honolulu, HI 9J5816 

25 cc 9 titles 
Ord^reii 10/10/77 



ft 



Early Edudbtion Office | 
Ferguson-Pi^issant School District 
(Graham School) ' j 
1150 Graham Road j ^ 

.Florissant, MO 63031 - 
Marion Wilson « 



Grand Rapids Public Schools ' 

Serv ice Building ' J 

900 Union, n'.E. . 1 

Grand Rapids, MI 49503^" | 

75 cc Practice, Expect, 'T^^^l^» Rjead, 

Help, Pay Attention, Praise ^ 
Ordered 10/7/77 

- — • j • 



ERIC 



10 cc 9 titles 
Ordered 10/21/77 
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Appendix D (continued) 



School District? No, 
Multngiidh County^ 
Special Projects 
620 N.E. Halsey St.^ 
Portland, OR 97208 
ikck Moires 



50 cc Help, Praisp, Be Consistent 
Ordered^ 10/ 7/7 7 



Alpena-Montmorency-Alcona^ Inter- 
mediate School 'District 
P. 0. Box 497, 1691 M 32 West 
Alpena, MI 49707 " ' , 

Ms. Polly CoQk 

*10 cc 9. 'titles' 
Ordered 10/7/77 



Colorado Devpartnent of Education 
32 State Office Building 
201 E. Colfax 
jpenver, CO' 80203 , 
Martha H. Fair 

10 cc all titles i' 

Ordered 10/5/77 . ^ i 



Friends of Day CarjB, Inc, 
3405 Bast Elg.hth S^treet 
*Tulsa^(0K ^ 74112 > 
Ms." Liz Finlayson ^ 



15 cc 9^ -titles 
Ordered' 10/6/77 



Hoonah Public Sch(^ols. 
P. 0;^ox 157 
Ho<|^P AK. 99829 * 





15^V titles 
Ordered- 10/3/77^ 



St. LorfTs 'University 
Child Dev§Topment Center 
1401 S. Grana ^ 
St. Louis, MO 63,193 
Vivian Goodson 



20 cc Practice, 10 cc 8* titles 
Ordeted 10/3/77 . 



Education- Service Center 
Region II 

109 North Chaparral. 
Corpus ChristL, TX 78'401 

10 cc all titles 
Ordered 10/3/77 



* Parent- Co-Operative ^eschool*- 
5941 Wainwright Dr. 
R£4 Hood," TX 7 6544 
'Vhrs. R. E. Waller 

13 ccRead* 14 cc^ 8 titles * 
Ordered l'o/6/77 



ERLC 
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Anne Artindel County .Public Schools 
2644 Riva Road i^/ 
Annapolis, Md'' 21041 
Mrs. Jean A. Hopkins 

^ C¥^ 'tftles ^ 

Ordered 9/^28/77 



Chadron'State College 
Chadton-, NB 69337 ^ 

15 cc Help, Be Consistent 
Ordered 9/26/^7 



Dr. ^ona Ballard 

Valparaiso University Association^ 
Valf^riso, IN 46383 

i « 

25 cc #11 titles 
Ord^ed 9/14/77 



iinc 



Berrjice Callahan 
342.*Keller Street 
Pet^lum^, €A -^4952 

10 cc 9 titles. 
Ordered 9/20/77 



Appendix D (continued)^ 



Santa Fe County Social Serviees 

Agency 
Kennedy 'Hall,,Rin lOOA 
College of Santa Ffe 
Santa Fe, NM 87503 

10 cc Practice 
Ordered 9/20/77 



M- Solomon, R.N. 
Project Director EPSDT 
Box 111^ 

Presque Isle, ME • 04769 

10 cc 9 tiples 
Ordered 9/20/77 



State Department of Public Welfare 
4533 Ross Ave. • 
D^las, TX 75204 
Gwen Chance 

-* 

500 cc 9 titles, 200 cc Los Ninos 
Ordered 9llhllly, 



LapeeV County Intermediate SchooT-Dlst. 
1966 W. Oregon 
Lapeer, MI 48446 
Pulliam 



5 cc 9 titles, 
rdered 9IUITI 



Boulder. Valley School Dis trict^ #RE2, 
6500 E.' Arapahoe 
Boulder,, CO 80302 

I 

10 cc Practice, Expect, Pay, Children, 
PraisQ, 101 cc Talking, Read, 51 cc 
Be Con/sistent 

Ordered 9/^6/77 



Clinch-Powell Educational Cooperative 
Box 279 ^ , 
Tazewell, TN 37879 
Desmofi Tarter 



Kearne}^ State College 
Kearney, NB 68847 

25. cc Practice,. Help, Pay Attention, 

Praise, Be Consistent ' 
Ordered 9/16/77 - ' 



Educat^-onal Improvement Center 
Box' 426 

Glassbpro-Woodbury Rd.^ 
Titmanj NJ 08071, 

10 cc ^11 titles 
Ordere(^ 9/14/77 



GooVi Samaritart Center ' 
Child p^?velcrpment Prog^ram 
.1600 Sj. Saltillo 
San Antonio, TX 78207 ^ , 

10 cc all titles 
Ordered 9/16/77 



10 cc all titles 
Ordered 9/13/77 



Tupelo Public Schools Central OM ice„ I 
204 S.' Green St. 
Tupelo, MS 38801 
Scott Dutt 

130 cc all titles 

Ordered 9/9/77 ' V / 



Irving I.S.D, Instructional .>redia Center 

LDIC ' ; ' ! 

820 N. 0*Conn6r ' ; ^ * . 

Irving, TX > 75061 t * - 

, • 1 ' 

25 cc 9 titles 

Ordered $712/7 7 " ' , \ 



Tyler I.S.D. 
P.O. Box 2035 
Tyler, TX 75701 
Wooten 



10 cc Expect, Read, Help, Praise, Be 

Consistent 
Ordered 9/12/77 
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Board of County CommissicMers 
EA^k County- # , } 

P. 0. Box 133* * 
Bartowf FL 33830 

100 cc 9 titles 
Ordered 9>?^77 



Coinmunity Coordinated Child Care 

733 Alger S.E. 

Grand llapids, MI 49507 

10 cc all titles ^ 
Ordered '-9/2/77' ^ 



Owens'boro Board of Efluc-ation 
1335 West 11th Street 
pwensboro, KY 42301 
Burins 

15 cc 8 titles (No Ninos, Praise) 
Ordered**8/30/77 



Ponca City Public Schools 
Elementary Education 
Dist. 1-71 Kay County 
Drawer 271 

Ponca City, OK 74601 

16 cc 9. titles ' 
Ordered 8/31/77 



^ Nacogdoches Treatment Center 
119 Hughes St. 
Nacogdoches, TX^ 75961 
Scotty Sher-rill' 

t 

10 cc 9 titles ^ 
Ordered 8/30/77 ► 



^ MsTt^arjorie L. Sparrow 
Parent Education Consultant 
1429 Senate St. ( Rm. 7p6 
Columbia, SC 29201 ; . 

5,*00b cc 9 titles • \ 
Ordefed 8/23/77 * 



Betty Gray Johnson 
P. 0.. Box 3700 
Amarillo, %C ^79106 

20 cc 9 /titles; 5 cc Ninos 
ardered ^/8/77 



* Parent Involvement Program 
Austin Cofamur^ity Nursery School 
1100 W. Live Oak 

Austin, TX 7.8704 * " ^ 

40 cc Pr'actice, Praise^ 50 QC Talking 

Read, Pay Attention, Be Consistent 
Ordered 8/8/77 



* Connie Steele 

Assistant^ Professor 
Child Development 
Dept.^ of Home & Family Life 
Texas Tech bSyversity 



Box 4170 
Lubbock, TX 



79409 



10 cc 9 titles (NO'P^aise^ 
Ordered 8/8/77 



* *Dr . Joe .Parses 

Education Sei;vice Center, Region XIII 

7701 N. Lamar 

Austin,' TX ' 78-732 ^ \ 

10 cc 9» titles . ' , ' 

Ordered 8/17/77 



* Mairy Joyce Ifarding 
Odessa College 
p|. 0.' Box 37 52 
Odessa, TX 79760 

- 25 cc all titles 
^drdered 8/16/77 
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* Austin Community College 
R*idgeview -CampuS'/Bill Rose 
901 Neal St. 
'Aus^n, TX 78702 

10 cc all titles 
Orde^red 8/10/77' 
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Appendix D (continued) 



Jul'ie Larson 
Alternative Learning Center 
321 Sixteenth Ave. 
^Council Bluffs, lA 51501 

25 cc Practice, Talking^, Read, Help, 

Children, Praise 
Ordeted 8/24/77 



'Syracuse, NY 13210 
Charles L. Anderson 

200 'cc, all titles 
Ordered 7/14/77 ' * 



* .UT-Austin 

Dr. Phyllis Richards 
Dept . of Home Ec. 
GEA 115 

Attn: Car^e Hertner 
Austin, TX 78712 

• 10 CG all titles 
Ordered 7/28/77 ' ' ' 



W. Irby , Principal 
Alachua Elementary School 
'p. 0. Box 68 ^ 
Alachua, ?L 32615 

10 cc S titles., 60 Read 
0r^ered^7/18/77 



State Department ' of' Public Welfare 
John H. Reagan Bldg. 
Austin, TX 78701 * ^ 

<» 

500 Qe Consistent, 200 Ninos 
Ordei;ed 7/15/77 



Mary Grace ^. 

Parent Counselor 

Child lAc. 

818 E. 53rd St. 

Austin, TX 78751 
♦ 

101 cc all, titles 
Ordered 7/11/77 . 



State Dep^rtmfent of Public Welfare 
John^'H. Reagan Bldg. 
Austin, TX 78701 

^ S 
6200jcc Practice, Talking, Read, Help, 

Pay! Attention, Childreh 

1200|cc E5«pecti>' Pcaise, Be Consistent 

lOOojcc Ninos ' 



Rosemary Jiaclsaacs \ 

Tjxas Dept. of Health Resources ^ 
1100 West* 49th St.*' ^ - 

Austin, 'JX 78756 ' 

1000 cc Children, Read, T^Uking, Pay '. 

Attention, Ninos,' Be Consist^ent ^ ^ 
Ordered; 7/5/77 ^ I 



Ordejred 7/18/77 



University of Maryland Univ. 'College 
Head/ Starti Regional Resource & 

Training Center " - 
4321) Hart^ick Road Room L-220^ 
College Pa[rk, -MD^ 20740 ^ • 
Nanck^ Chapman 

10 CXI. all ^titles 
Ordejred 7/}2l/77' 



K. Timothy North,* M.D. 
Suite i|lO* * " 

730 Potomac S^t. . 
Aurora,, CO^ 86Vtl 



i 



20 cc Bie Consistent, Pr'actice, Pay 
_ Attention, Ej&pect, Tcllkini;, Ha^p 
Ordered^ 7/5/77 ' ^ ) 



* Syracuse Teacher Corps 
150^Marshall 3t. ^ , 
400 HuQtington Hail 
Syracuse University 



Francine Dixon 

Early Childhood 

Chadron State College 

Chadron, NB 6^337 • \ 

20 cc Expeoti'' Talking, Read, Praise, 

Consistent^, 40 cc Help y 
Orderec^ 7/6/77 / 



Apppndix D (continued) 
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*.rort B^nd I.S,D. 
500 fiull^s Ave, ' 
Stafford, TX' 77A77 ^ ^ 

. Mrs, Diane, Ricklef sen , 

. w • , ^ - . ^ ^ ^ ' 

' 100 cc- Talking, '10 cc Read, Help, 
^ Praise, Nines 

' Ordered 6/30/77 ' , , ' 



* Austin^ Child Guidance Center , 
.510^8. Congress 
Suite 312 

Austin, TX 78704 . ^ 
Richard Ward 

25 cc Practice^ Expect, Read, 30 cc 
Talking, Help, Pay, Children, Praise, 
Be Consistent, 15 cc Ninos 

Ord'ered;6/2W77 

V 

Dallas I.S.D. 

School Adjoinistration Building 
' Visiting Teacher (Laverne Marr) 

3Z00 Ross Avfenue ' ' * ^ 

Dallas, TX- 

80 c?^ all ' titles 

C^dered 6/29/77 * ' * 



* Howard County Health Dept. 
P, b. Box 47& 

- Ellicott City, MD 21043 
Dorothy Ernst. • \' 

• • 
125 cc 8 titles, 100 cc Be Consistent 
Ordered 6/9/77- *^ 

_ . 0 . 

* Thp Univerafty. of Texas at Justin 
APL Project/Belding- 
202 EXB ^ ^ ^ 

Austin, TX 78712 
Nelda Schwar tz/L'eni Greenfield 



^120 cc Expect ^ 
Ordered 5/3,1/77 



Murphy School District No. 21 
2625* West Buckeye Road . > 

Phoenix, AZ, 85009 
Jose J. Rodriguez p 

200 cc Expect, Talking, Read, Pay 
Alrfention, Ninos 
Ordered 6/14/77 



OEO- Parenting Program 

M 1 N. Odem Avenue 
j Sinton, TX 78387 • *' , 
j ' C^tol J. Ashbaugh/Alicia Rodriguez 

I 12 cc all titles 

j Ordered 6/22/77^ . , 



1 * Pro 



Outreach 



c/o Whittier School 
' 1568 S. 3rd East ^ 

Salt Lake City, UT ' 84115 
. Carol Elliott 

10 cc 9 titles 
Ordered^ 6/13/77 
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